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“ ..Manufacturers are urged to adopt and con- 
sumers are urged to follow other readily available 
means of identifying merchandise, such as trade 
names, model numbers and product descriptions. 
: It is difficult to see how a deceptive price can 
| identify a product in a nondeceptive manner or 
why it should ever be relied upon to do so...” 


Complete Statement by FTC on p3 
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EM WEEK 
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What FTC Thinks 





STRAIGHT FROM 


WASHINGTON 


PRESIDENT KENNEDY’S NEW DEFENSE PLANS will 


have little immediate effect on civilian produc- 
tion. Raw materials markets are soft, and there 
is sufficient idle industrial capacity to take care 
of a step-up in military output without creating 
any shortages. The only thing the President’s 
advisers are worried about is the possibility of 
seare buying. 

Nor does the White House have any present 
plans to convert civilian refrigerator makers 
into arms producers. In other words, the situa- 
tion will have to get a lot worse before the ad- 
ministration considers the type of industrial 
mobilization used during World War II or 
Korea. ’ 


LEGAL ACTION AGAINST “ADMINISTERED PRICES” 


through a section of the Federal Trade Commis- 
sion Act is contemplated by FTC officials. The 
section bans “unfair methods of competition in 
commerce. . .”” FTC Chairman Paul Rand Dix- 
on and his aides feel this language is so broad 
the courts might use it to declare rigid or non- 
competitive price structures illegal. 

The advantage would be that FTC attorneys 
would not have to prove conspiracy, as they do 
when using the Sherman Anti-trust Act. Dixon 
currently is involved in an internal reorganiza- 
tion of the FTC. He will turn his attention to 
his favorite subject—administered prices— 
when this is completed, in a month or so. * 


SCARCITY OF FM STEREO RECEIVERS is keeping a num- 


ber of radio stations from airing stereo pro- 
grams. The National Assn. of Broadcasters sur- 
veyed nearly 600 of its FM radio members and 
found that 140 do not plan to go into stereo 
broadcasting at all. Two stations already are 
airing stereo programs, 77 others hope to do so 
by the end of this year. The total is expected to 
reach 178 by the end of 1962—but the number 
of hours of stereo broadcasting will vary from 
two to 130 a week. » 


PRODUCTION OF ALL-CHANNEL TV SETS would be spur- 


red by a bill sponsored by Rep. Oren Harris 
(D-Ark.). The measure chiefly would permit 
the Federal Communications Commission to set 
minimum operating standards for TV sets and 
to ban interstate shipments of sets that cannot 
receive both VHF and UHF programs. « 


LONG-RANGE PLANNING BY SMALL COMPANIES is 


quite possible—and can be profitable—if execu- 
tives will take advantage of readily available 
economic and market data. This is the conclusion 
reached by the University of Minnesota after a 
survey financed by the Small Business Adminis- 
tration. The report is available from the uni- 
versity’s School of Business Administration at 
$1.50. * 


The Federal Trade Commission on the going price, either in the ad- 


has made its position on list price 
painfully clear in an exclusive state- 
ment to EM WEEK (see page 3). Un- 
less list price is the going price in 
a trading area, it should not be used 
in consumer advertising. 

(EM WEEK uses the term “list price” 
because it is concise. You could just 
as well say manufacturer’s or dis- 
tributor’s list price, manufacturer’s 
or distributor’s suggested retail 
price, manufacturer’s or distribu- 
tor’s value guide price, factory list 
price or any one of a dozen different 
expressions. ) 


Why does FTC say list is ‘‘out?’’ It all 
goes back to FTC’s definition of list 
—one which is quite different from 
the appliance industry’s definition. 

FTC lawyers traditionally have 
said list is the “usual and custom- 
ary” price in a trading area—the 
going price, in other words. Why? 
Because, FTC says, that’s the way 
the consumer reads it. 

Therefore, the lawyers say, any 
time a list price in an advertisement 
isn’t the going price, it is deceptive 
to the consumer. And, being decep- 
tive, the advertisement constitutes 
an unfair act under Section 5 of the 
Federal Trade Commission Act. All 
of which means that anybody in in- 
terstate commerce (EM WEEK, Dec. 
5,60) who advertises list—unless 
list happens to be the going price— 
is fair game for possible FTC pros- 
ecution. 


Is this stand a new one? Not exactly. 
It simply spells out more than FTC 
has spelled out before. 

For instance, you’ll find this stand 
in FTC’s “Guides Against Decep- 
tive Pricing,’ adopted Oct. 2, 1958: 
“No statement, however expressed, 
which represents or implies a re- 
duction or saving from an estab- 
lished retail price, or from the ad- 
vertiser’s former price, should be 
used in connection with the price at 
which an article is offered for sale” 
unless the saving is a true one based 


vertiser’s store or in his trading 
area. 

Then, later on in the same guide: 
“Examples of phrases used in con- 
nection with prices which have been 
held to be representations of an 
article’s usual and customary retail 
price are: ‘Maker’s list price,’ ‘man- 
ufacturer’s list price,’ ‘manufactur- 
er’s suggested retail price,’ ‘sold 
nationally at,’ ‘nationally advertised 
at a” 


Appliance industry’s interpretation of 
the above sections of the pricing 
guide and therefore of FTC’s posi- 
tion on list: You can’t use list in 
“was-is” advertising. 

For example, AHLMA’s Advertis- 
ing Practices Guide, adopted June, 
1960, and endorsed by both NEMA’s 
consumer products division and 
NARDA, had this to say: 

“A manufacturer’s [or distribu- 
tor’s] list price . . . may be referred 
to by an advertiser for comparative 
pricing only if, for the specific model 
advertised . . . the advertised list 
price or suggested retail price has 
been either (a) the advertiser’s 
usual and customary price of the 
same model in his recent, regular 
course of business; or (b) the price 
charged for the same model by other 
sellers in the trade area in their re- 
cent, regular course of business .. .” 

Notice that AHLMA talked only 
about comparative advertising. And 
the general industry interpretation 
has been that comparative ads were 
“was-is” ads. 

But FTC’s interpretation of “com- 
parative advertising is a broader 
one. FTC lawyers told EM WEEK that 
any time a price appeared in an ad, 
it invited comparison. 

Conclusion: If you use list price 
in an ad, you’re running a compara- 
tive advertisement. And, putting two 
conclusions together, if you use list 
price when that price isn’t the go- 
ing price, you’re not only running 
a comparative advertisement, you’re 
running a deceptive one. 








Here’s How 


One mention of FTC’s get-tough 
attitude on list price was enough to 
make key dealers bleed all over the 
floor last week. Most of them were 
united behind a solid stand: ‘“‘They 
can’t do this to us.” Here’s why: 


Mort Farr, NARDA board chairman 
from Upper Darby, Pa., said, 
“NARDA’s going to take an active 
part in opposing FTC. 

“You’ve got to have a list price. 
How do you know what you’re get- 
ting otherwise? And, besides, why 
should we change a historic pat- 
tern?” 

Farr not only questioned FTC’s 
tactics; he had some things to say 
about its motives. “Why single this 
industry out? Just because we’re one 
of the few where we can’t get list 
for our products. The public’s not 
being hurt. The public’s getting more 
value than ever before.” 

Then Farr brought up a recurring 
dealer gripe: “This thing has got to 
go to the courts. And, a couple of 
manufacturers I know are going to 
take it all the way to the Supreme 
Court.” 


Dealers Reacted 


Buddy Goldman, vocal FTC fighter 
from Todd’s, Washington, D. C., dis- 
count chain, took up the take-it-to- 
the-courts cry: “I think FTC should 
slow down its proceedings until it 
has a case on the books.”’ And Gold- 
man, whose Todd’s is under FTC 
citation, announced his intention of 
carrying his case as far as he can 
go in the courts. 

Goldman brought up a bill by Rep. 
Harley O. Staggers (D-W.Va.) to 
require dealers to tag all appliances 
with manufacturer’s suggested pric- 
es. “If it passes, all FTC’s thinking 
in the matter of list price will be 
knocked in a cocked hat.” 


Maurice Cohen, president of Lech- 
mere Sales, Cambridge, Mass., took 
a slightly different tack: “We've al- 
ready eliminated list price from our 
advertising. And it doesn’t appear to 
have affected our business at all.” 

“T don’t believe it will have a seri- 
ous effect on ethical retailers. But I 
think it’s going to affect manufac- 
turers. Why? Because no one will ad- 
vertise anything but the leader mod- 
el.” 


ELECTRICAL MERCHANDISING WEEK 





About Your Suggested L 


Statement By 

Daniel J. Murphy 

Director, Bureau of Deceptive Practices 
Federal Trade Commission 


Things are seldom what they seem with the 
“Manufacturer's List Price,’ one of the most fre- 
quently used and most often abused phrases in all 
advertising. The term is employed in promoting 
the sale of a wide variety of products, from fishing 
reels to refrigerators, cameras to pleasure boats, 
and kitchen knives to camping tents. It appears on 
television, it is broadcast over radio, and it is 
widely reprinted in newspapers and magazines. In 
short, it is used in connection with virtually every 
type of product sold, and it reaches the consumer 
by means of every media known. 

Despite this constant exposure, Commission ex- 
perience indicates that many consumers do not yet 
know what it means or why it is used. Traditionally, 
as the Commission once held, manufacturers pub- 
lish list prices which are subject to discount to re- 
tailers and which are the approximate prices at 
which the merchandise is expected to be sold at 
retail. Over the years the public has come to rely 
on these prices and to believe that any dealings 
by which any price reduction is obtained below 
such list prices represent and are savings from 
regular retail prices. 

This situation is made to order for the entre. 
preneur who knows a good sales gimmick when 


he sees one, for a list price is very easy to attach 
to a product and very effective once attached. How- 
ever, justifying it is something eise again, as many 
consumers have learned when they discovered that 
the startling price reduction they were shrewd 
enough to obtain from the list price was the same 
as or even higher than the price they would have 
paid in other stores in the area. 

Essentially, there are three types of list prices. 
First, there is the true list which accurately re- 
flects actual selling prices in the areas where it is 
published. This type serves the purpose for which 
list prices were originally created, for it furnishes 
the consumer with valuable information upon which 
to base his purchase. If he purchases an article at 
the list price, he knows he has not been over- 
charged. If he is lucky enough or astute enough to 
obtain a lower price, he knows he has effected a 
real saving under the prevailing price in his area. 

In the second situation, the shady operator 
moves in and fabricates a list price for the purpose 
of deceiving consumers into thinking they are get- 
ting a bargain when they are not. For example, 
take the case of a lawn mower manufacturer who 
attaches a list price of $129 to a mower designed 
to sell for $79, thereby setting up a situation in 
which retailers can advertise the mower as ‘‘List 
Price $129, Our Price $79."’ The dazzling saving of 
$50 is, of course, purely an illusion, yet, on its face, 
this list price appears exactly like the true list, with 
the consumer having no way of tellingthedifference. 

The third type of list price which consumers en- 
counter might be described as the historical list. It 


ist Prices 


differs from the fabricated list in that it represents 
a markup over cost which retailers at one time 
were able to obtain in a seller's market. A shift to 
a buyer's market and subsequent competition drove 
selling prices down to a level far below the manu- 
facturers’ suggested retail price. Manufacturers and 
retailers were then left with nostalgic memories of 
the good old days which they were reluctant to ad- 
mit had largely passed away. Hence many manu- 
facturers continued to publish and many retailers 
continued to republish the list price of another era 
and both became at least unwitting deceivers. In 
effect, there is no difference between the fabricated 
list and the historical list except for the advertiser's 
intent, which the Commission has long held to be 
immaterial. The effect on the consumer is the same, 
for if all or almost all sellers in an area sell well 
below the suggested list price, savings upon pur- 
chases below the list are purely a mirage. In such 
a situation, it matters little to the consumer wheth- 
er the seller intended to deceive him or not, nor is 
he pacified when he is told the suggested list price 
was included merely to heip identify the product. 
Manufacturers are urged to adopt and consumers 
are urged to follow other readily available means of 
identifying merchandise, such as trade names, mod- 
el numbers and product descriptions. It is difficult 
to see how a deceptive price can identify a prod- 
uct in a nondeceptive manner or why it should ever 
be relied upon to do so. In making purchases, con- 
sumers are urged to compare actual selling prices 
instead of selecting stores on the basis of which 
offers the biggest reduction from the list price. 





Why didn’t FTC make its position clear? 
Commission lawyers told EM WEEK 
they thought it was only too clear. 
One FTC man shrugged, “It’s all 
right there in the guides, plain as 
the nose on your face.” 

Obviously, though, it wasn’t ali 
that plain to appliance people. There’s 
too much evidence to the contrary: 

1—Many manufacturers continued 
to put list prices on their products. 

2—The overwhelming majority of 
dealers continued to use list in ads. 
Pick up any city Sunday paper and 
you can find examples. Some will be 
“was-is.” But some will carry an ex- 
planation something like this: ‘““Man- 
ufacturer’s/distributor’s list price 
used for identification of product 
only’—an obvious attempt to com- 
ply with what the dealer thought 
FTC required. 

Talk about good intentions, take 
the case of Maurice Cohen, Lech- 
mere Sales, Cambridge, Mass., who 
tried to get FTC to rule.on his 
“manufacturer’s suggested retail 
price” (MSRP) program. All it got 
him was trouble. 

Cohen’s plan: Allow dealers to use 
MSRP in their ads, clearly labelling 
list prices “for identification only.” 
But when he asked FTC for a ruling 
on his plan, the commission said it 
thought there were no grounds fér 
a dispute—therefore no ruling. 

Cohen’s case was an unusual one. 
He went to FTC. Usually, it’s the 
other way around. But in almost 
every case where dealers have tan- 
gled with the commission, there have 
been complaints about FTC’s unwill- 
ingness to be specific, to tell dealers 
what they can do. (FTC’s comeback : 
Spell out what a dealer can do and 
he’ll find a way to get around it. 
It’s better to be vague.) 


Here’s the gist of dealer gripes about 
the way FTC has handled the list 
price situation: 

1—FTC has sniped away at deal- 
ers, but has ignored manufacturers. 
And, after all, it’s the manufactur- 
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ers or distributors who’re putting 
list price on products in the first 
place. (Gripe is not unfounded, but 
slightly inaccurate. FTC recently 
has issued two complaints against 
manufacturers. And more may fol- 
low—see below. ) 

2—-FTC’s action is hit and miss 
because it’s based only on complaints. 
There are cases where a dealer is 
reamed for practices his competitors 
get away with. 

3—FTC has refused to call an 
industry-wide conference on trade 
practices as it has in the luggage 
and citrus fruit industries. And 
where FTC has spoken to dealers en 
masse, it has refused to answer what 
they consider are vital questions (EM 
WEEK, Nov. 7, ’60). 

4— Dealers have no defense against 
FTC’s 
tactics. Word of a complaint—wheth- 
er substantiated or not—printed in 
the paper can blotch a dealer’s rep- 
utation. 

5—-FTC is legislating by fear. 
There are no cases on the books 
where courts have held that list price 
per se is deceptive. 

FTC will get tougher—on both 
dealers and manufacturers. There 
are several indications that appliance 
people are in for some costly court 
scuffles if they don’t toe the newly 
drawn FTC line on list: 

e@ FTC showed at the middle of this 
month that it was prepared to back 
up its position on list in court—the 
first time this matter of list per se 
has gotten this far on FTC’s docket. 
(Though there have been plenty of 
cases involving list, they have been 
argued out of court and settled on 
different grounds.) An FTC exam- 
iner handed down a cease and desist 
order against George’s Radio & TV, 
Inc., a huge Washington, D.C., dis- 
count operation. The order forbade: 

“Representing, directly or by im- 
plication . . . through the use of 
the term ‘manufacturer’s suggested 


list’... that any amount is the price 


of merchandise in respondents’ 


i[George’s] trade area when it is in 
excess of the price at which mer- 
chandise is usually and customarily 
sold at retail in said trade area... .” 
George’s can appeal the examiner’s 
decision to the full commmission. 
From there, it can go into court, 
But, until a final decision is ren- 
dered—and, if FTC wins, even after 
that—it looks as if FTC’s word on 
list goes. 
e@ Whispers from FTC lawyers and 
rumbles from the industry itself 
point toward an FTC crackdown on 
manufacturers. In fact, word has it 


that at least one major manufacturer 
soon may be slapped with proceed- 
ings for its list price practices. But, 
with ears to the ground, other manu- 
facturers were moving fast last week 
to keep their noses clean by remov- 
ing the last traces of list price from 
their marketing set-ups (see article 
below). 

e New FTC legal machinery (EM 
WEEK, July 10,p2), just now click- 
ing into place, hasn’t had a chance 
to show what it can do. But indica- 
tions are it can move fast in situa- 
tions like a. list price clean-up. 





“fight-’em-with-publicity”, 


How Manufacturers Responded 


What will happen when FTC 
cracks down? Is list price so neces- 
sary to appliance advertising? EM 
WEEK took those questions to manu- 
facturers and dealers for their 
opinions. Here’s what they said: 

“Don’t look at us,” manufacturers 
—almost to a man—told EM WEEK 
last week. “We’re clean on this list 
price thing.” One factory man spoke 
for the majority, most of whom de- 
clined to talk for the record on their 
lawyers’ advice. “We’ve been cutting 
out list price over the last few 
years. Didn’t make much noise about 
it. But we got rid of them.” Why? 
“Because they’re meaningless.” 





Not all makers had dropped list prices 
on 1961 lines: Admiral, Philco, 
Amana, Frigidaire and Whirlpool 
carried them on some _ products. 
G-E’s branches quite often put re- 
gional] suggested prices on products. 

But Frigidaire announced plans to 
get rid of list last week. And the 
trend at other makers is definitely 
away from it. (Hints of nudges from 
FTC [see above] are speeding up 
the trend.) 


There’s another angle to manufac- 
turers’ entanglements in the list 
price situation, though—one they’re 


very tight-lipped about. Namely, 
their control—or lack of control— 
over dealer advertising through co-op 
ad money. 

It’s no secret, for instance, that 
laundry makers have had a hard 
time enforcing the AHLMA ad code 
by withholding co-op. Main reasons: 
(1) Makers couldn’t put teeth in 
their code by agreeing to withhold 
co-op, because such an agreement 
would smack of conspiracy in re- 
straint of trade; (2) The absence of 
teeth, meant that some manufac- 
turérs could go on paying co-op to 
dealers whose ads violated the code, 
while other makers would withhold 
co-op on the very same ads. Most 
glaring example: Ads that. carried 
price but no model numbers. 


How does all this tie in with FTC’s 
renewed interest in list price? 
Manufacturers are afraid they’ll be 
accused of being involved in dealers’ 
deceptive ads because they’re helping 
foot the bill. 

“But what can we do about it?” 
One white goods man threw up his 
hands. “The minute we begin to dic- 
tate to our dealers—who are free 
agents—there’s another department 
of the government [Justice| looking 
over our shoulder. You can’t win.” 








EM WEEK 
LOOKS 





AHEAD 
IN THE NEWS 


A STRONG SECOND HALF was predicted for television 


by Edward R. Taylor, Motorola executive vice 
president and chairman of EIJA’s consumer 
products division. “If we could get the consumer 
to buy, we’re on the way,” he said. June retail 
figures, according to Taylor, show TV up 33% 
over 1960, radio sales up 34%. Taylor is “heart- 
ened by the trend.” ® 


NORGE WILL BEEF UP DRYER PRODUCTION at its Ef- 


fingham, IIl., plant by hiring nearly «J0 workers 
starting today. By September, output will be 
increased 25% over September, 1960. : 


JAPANESE INDUSTRY POLICING: The Japanese EIA 


expelled Yokohama Communications Co. from 
membership for manufacturing the Admiral- 
branded six-transistor radios against which 
Admiral got a court restraining order (EM 
WEEK, June 26, p4). * 


WANT TO SET UP A STAINLESS STEEL SHOP? A new 


service, called the “Store Planning Guide,” is 
being made available to housewares retailers by 
the Committee of Stainless Steel Producers. The 
guide contains floor plans and detailed construc- 
tion drawings for display fixtures with built-in 
lighting and suspended ceilings. It also includes 
specification sheets for each floor plan with color 
chips, back-up material samples, and sign and 
lighting specifications. Kits can be ordered at $1 
each from the committee, 150 East 42nd St., 
New York 17. » 


JAPANESE SIX-TRANSISTOR RADIO QUOTA will taper 


off for second half, MITI (Ministry of Interna- 
tional Trade and Industry) told McGraw-Hill’s 
Tokyo news bureau. And the ministry clarified 
quota categories: Class A, non-quota, high- 
quality radios with two bands and eight or more 
transistors. Class B, special or premium quotas 
for companies which have good sales records and 
good reputations for both brand and servicing. 
Class C, general line of six-transistor radios. #® 


TOP-LEVEL EXECUTIVE CHANGE: John McDaniel’s res- 


ignation as general manager-sales of Hotpoint 
will take effect Sept. 1. No successor had been 
named late last week. And McDaniel, with the 
company for 27 years, said that he had no plans 
for the future. * 


THE CONSTRUCTION OUTLOOK brightened last month, 


a measure of potential sales in the appliance- 
TV-housewares industry. F. W. Dodge Corp., 
construction news and market specialists and a 
McGraw-Hill company, said total contracts for, 
non-residential and residential buildings in- 
creased 4% over June, 1960. Residential build- 
ing was up 5% for the month, with emphasis 
on apartment building contracts. « 
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Here’s the prototype Motorola color television receiver with the company’s new picture 
tube in the same Drexel cabinetry used for regular black and white sets. 


New Color TV Tube: 
The Battle Is Joined 


The running fight between Mo- 
torola and RCA over the shape of 
color television developed into a 
pitched battle last week when Mo- 
torola showed up in New York with 
its new 23-inch tube in working 
order. 


Motorola’s big point: Its shorter tube, 
which offers the same basic shape as 
today’s 23-inch black and white tube, 
in a slim cabinet, is the answer to 
what’s ailing color television sales 
and will be good for the entire 
industry. 

“When we can show a line of color 
sets with a 23-inch rectangular tube,” 
said Edward R. Taylor, Motorola’s 
executive vice president, “then we 
can say color can get going.” 


RCA’s basic point: “We've been through 
all the arguments,” said W. Walter 
Watts, RCA group vice president. 
“We've debated internally, and we 
think you need a combination of two 
things. A lot of good programming 
and good quality picture.”’ And Watts 
didn’t think Motorola’s new tube 
(which operates on the same princi- 
ple as RCA’s) was “going to do the 
industry any good” or “do Motorola 
any good.” 

The working tube Motorola showed 
in New York last week was five 
inches shorter than RCA’s current 
model which the entire industry is 
using. It also had a higher deflection 
angle (92 degrees for Motorola; 70 
degrees for RCA). With the slimmer 
styling the Motorola tube allows, 
Taylor figures color television sales 
could hit 5% to 10% of black-and- 
white sales (or from 300,000 to 600,- 
000 units) in a year. 

“We were told that a rectangular 
23-inch tube was two years away,” 
explained Taylor, “and that a 90-de- 
gree tube was a year beyond that.” 
So on May 17, Motorola started work- 
ing on its tube and had it working 
by the start of July. Now Motorola 
wants a tube manufacturer to pick 
up the development. 

“We are making plans to market 
this tube in our color sets a year 
from now,” Taylor said. “There’s no 
question that this is going to be 
available.” 


Will this change RCA’s plans and tim- 
ing for new equipment or sales this 
year? “Not one iota,” answered 
Watts. “Its intent [Motorola’s an- 
nouncement] is to do that, in my 
opinion. 

“We will use the present tube [21- 
inch, 70-degree deflection] until a 
better answer comes along, and we 
don’t know a better answer. We don’t 
know how to make a rectangular tube 
of the quality [of the round tube] 
at as low a cost. 

“The trick is to use our picture 
quality, as it stands, as a standard.” 

Watts, who got a look at the Mo- 
torola tube showing a black-and-white 
picture in New York, would make no 
final evaluation until the tube was 
checked by RCA engineers. 

“I saw one, maybe the only one 
they’ve got, maybe the best they’ve 
got,” explained Watts. “But that 
wouldn’t get past the first check in 
our production line.” 


What about a new tube type or shape 
from RCA? “Even assuming all the 
problems are licked, I don’t think 
anyone could have it before 1963,” 
Watts said. “I don’t know anything 
now that I’d even make a speculative 
date on.” 


Motorola is convinced the new tube 
can be turned out by any tube manu- 
facturer currently producing black- 
and-white. Although a new mold 
would be necessary—this would be 
the most expensive part of tooling 
up for the tube—Motorola points out 
that the cost of the mold could be 
amortized by using it for black-and- 
white tubes as well. 

And although the new tube would 
take increased circuitry, “the sav- 
ings in the cost of manufacturing the 
tube will easily offset the slight in- 
crease in the cost of the circuity,” 
said Taylor. 


RCA disagrees. “Anything you do 
with that tube is going to end up 
costing more money,” Watts main- 
tained. 

Right now, Motorola has started 
advertising its advancement in color 
television, will invite the industry to 
Chicago to take a look at its new tube. 
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EXCLUSIVE SURGILATOR® AGITATOR EXCLUSIVE MAGIC-MIX* EXCLUSIVE SUDS-MISER® 
routs even stubborn dirt with a dispenser filter renioves objectionable — suds return system can save money 
lint, blends in detergent. on soap and hot water. 


“million” water currents. 


N A LOWER PRICE RANGE 


_.. it’s the new 2-speed, 2-cycle model LJA-75 RCA WHIRLPOOL washer with 


pricing so sharp you can cut a bigger slice out of the big-volume middle 
market. (Model LJA-70 available without Suds-Miser.} See your distributor now. 


it’s easier to sell RCA WHIRLPOOL than sell against it! 
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More often than not, the idea to 
buy electric housewares for the home 
originates with the woman. The 
actual purchase, however, in almost 
all categories, is made more often by 
the male head of the family. 

Moreover, almost invariably, the 
same electrics most frequently pur- 
chased by the younger members of 
the family are those most often 
thought of first by the woman of the 
house. This is no doubt a reflection 
of the high popularity of electric 
housewares as gifts for mother. 

These are just a few of the con- 
clusions drawn from the “Look” 
magazine national study of 13 elec- 
tric housewares items (for other 
story, see page 38). The survey was 
conducted earlier this year by Audits 


housewares 


Survey About Electrics Finds 
That She Picks, But He Buys 


and Surveys Co., Inc., through per- 
sonal interviews in approximately 
5,300 households across the country 
that made appliance purchases dur- 
ing 1959 and 1960. 


Who originates the purchase? Accord- 
ing to the survey, a greater percent- 
age of women than men originated 
the idea to purchase eight of the 13 
electrics items studied. 

They included: mixers (59%), 
automatic coffeemakers (61%), skil- 
lets (46%), steam irons (71%), 
clocks (50%), toasters (55%), floor 
polishers (61%), and can openers 
(42%). 

On the other hand, a greater per- 
centage of men originated the idea 
of purchasing blenders (52%), elec- 


Here’s Who Bought Them And What They Paid 
HOUSEHOLD MEMBERS 















































Male & Child or 

Male Female Female Teen Member Median 

Head Head Head or Other Price 
Mixer (all types) 36 2 28 34 $24 
Blender 40 4 25 31 $29 
Auto. coffee maker 32 + 32 32 $20 
Fry pan skillet 31 3 25 41 $23 
Steam iron 32 1 44 23 $18 
Bianket 30 5 30 35 $24 
Clock 33 5 31 31 $8 
Heater (portable) 42 8 30 20 $19 
Shaver (men) 41 2 37 20 $24 
Shaver (women) 46 1 27 26 $19 
Toaster 30 5 29 36 $19 
Floor polisher 47 10 35 8 $35 
Can opener 50 2 19 29 $19 

















Base: Purchasing by Household 1959-60 


Here’s Who Sold Them And... 






























































Dept. |Radio-TV | Appl. bors Furn. | Jewelry 

Store| Store Store | Discount} Outlet | Store| Store | Other 
Mixer 27 1 29 10 5 3 4 21 
Blender 8 —_ 36 19 8 — 3 26 
Auto. coffee maker 20 1 30 13 6 2 2 26 
Fry pan skillet 25 1 37 9 5 2 1 20 
Steam iron 30 2 28 11 2 3 4 20 
Blanket 52 — 26 8 _ 5 5 —_ 4 
Clock 27 1 24 wi 10 3 4 7 | 24 : 
Shaver (men) 23 1 12 22, 7: 1 2 23 16 
Shaver (women) 31 — - 16 “16 > ¥ 4 : 2 21 10 . 
Toaster 29 _— 24 11 } 1 3 3 29 
Floor polisher 28 —_— 23 17 3 3 a 26 
Can opener 36 2 33 5 1 — — 23 
Electric heater 18 _— 50 —_— 6 8 _— 18 


























Base: Households purchasing 1959-60, excludes outside gift and other 


tric blankets (39%), portable heat- 
ers (44%) and men’s (56%) and 
women’s (45%) shavers. 

The man of the house, however, 
made the actual purchase of 10 of 
the 13 items. In two of the items 
(coffeemakers, 32% and _ blankets, 
30%) men tied with their wives in 
making purchases (see chart below). 


The department store does the biggest 
job selling electric housewares, the 
survey revealed. It sells more than 
52% of the blankets, 36% of the can 
openers, 31% of the women’s shav- 
ers and 30% of the steam irons. 

Its closest competitor is the ap- 
pliance store, which outsells the de- 
partment store in mixers (29%), 
blenders (36%), coffeemakers 
(30%), skillets (37%) and portable 
heaters (50%). 

The discount house, a poor third, 
does best with men’s shavers (22%). 
Other retailers surveyed by the 
study were radio-TV stores, mail 
order outlets, furniture stores, jew- 
elry stores and others. An interest- 
ing revelation is the high percentage 
of sales made by the last grouping 
of retailers, pointing up the varied 
channels of retail distribution. For 
example, 29% of all toasters were 
sold through “other” outlets. 


The more aggressive retailer does a 
better job selling electrics than the 
less aggressive one, the survey point- 
ed out. The report noted that of all 
U.S. households, 31% were contacted 
by an appliance dealer, while 66% 
were not. 

It further showed that a greater 
percentage of consumers who were 
contacted, as compared with those 
who were not, purchased appliances. 

This was pointed up best in skil- 
lets, which were purchased by 19% 
of those contacted, while only 9% of 
those not contacted bought them 
(see chart below). Contacts were 
made by mail (55%), in person 
(29%) and by phone (20%). Other 
methods accounted for 3%. 


How They Did It. 


ALL U.S. HOUSEHOLDS 


31% WERE 66% WERE NOT 
CONTACTED CONTACTED 
PURCHASED PURCHASEL 
11% Mixer 8% 
2 Blender 1 
14 Auto. coffee maker 9 
14 Fry pan skillet 9 
19 Steam iron 12 

7 Blanket 5 
16 Clock 12 

3 Heater (portable) 2 
14 Shaver (men) 10 
6 Shaver (women) 4 
13 Toaster 9 

3 Floor polisher 2 

3 Can opener 3 


Dealer contact and purchasing 1959-60 
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Furniture Look 
In Tray Tables 


The Serv-A-Teer cart doubles as 
a tray rack and food server. 

The Danish-styled trays, meas- 
uring 24x15% inches, are avail- 
able in two patterns: Moderne 
(shown at the right) and Autumn 
Leaves. 

Both are constructed of fiberglass 
and have walnut tone frame and 
handles. 

Suggested list price is $29.95. 

Dennis Mitchell Industries, 4424 
Paul St., Philadelphia 24. 
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Heavy Duty Heater 


Mode! H940 is a heavy duty unit 
that operates on 220-240 volts and 
can be used for heating large areas 
such as office, farm or workshop. 
Features include two instant heat 
elements, 4,000 watts, thermostat 
control and tip-over safety switch. 
Suggested price: $49.95. 

Toastmaster Division, 
Edison Co., Elgin, Ill. 
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Snow Thrower 


This 15-inch snow thrower, pow- 
ered by a 3-horsepower engine, is 
said to be able to hurl snow up to 
16 feet to either left or right by 
means of a reversible chute. The 
89-pound unit lists “or $119.5. 

Moto-Mower, Inc., 625 South G 
St., Richmond, Ind. 
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STORES CAN FIGHT SAGGING HOUSEWARES MARGINS 


















3 Heaters Added 


Model 106 (above), one of three 
new heaters in the Fasco_ line, 
measures 19x17x16%% inches, oper- 
ates on 1,500 watts, 115 volts, and 
lists for $29.95. Model 107, same 
size as 106, has two heat ranges, 
1,500 and 1,200 watts, and is priced 
at $34.95. Model 105, with 1,320 
watts, sells for $19.95. Fasco Indus- 
tries, Inc., Rochester 2, N.Y. 











High Watt Heater 


Model H306T with three push- 
button controls has two heat ranges, 
4.800 and 2,400 watts. It is 
equipped with a built-in hydraulic 
thermostat, an 8-inch fan and an 
ac motor. The unit measures 1434x 
15x12%4 inches and is finished in 
grey and white. List price is $54.95. 
Markel Electric Products, Inc., 129- 
149 Seneca St., Buffalo 3, N.Y. 


COLORED KNOBS AND HANDLES ARE AVAILABLE from 











Decorated Cookware Starter Set 


Fiesta, model 01305, is the com- 
pany’s new five-piece decorated 
starter set of porcelain enameled 
cookware. 

Included in the set are a 1-quart 
tea kettle, a 114-quart casserole, 
which has its own cover, and a 6-inch 
skillet. 
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The cover for the casserole also 
fits the skillet. 

Suggested retail price for the set 
is $18.95. 

United States Stamping Co., 
Division of Lisk-Savory  Corp., 
Fosteria Ave., Moundsville, West 
Virginia. 





| HOUSEWARES 


through a strongly supported private label pro- 
gram. This advice was given by S. A. Christen- 
sen, buyer for Brager-Gutman, Inc., Baltimore, 
at a recent Arkwright meeting in Chicago. Us- 
ing figures compiled by the National Retail Mer- 
chants Assn., he pointed out that in the years 
1953-60 margins in housewares slipped nearly 
3% for stores in the $5-$10 million volume classi- 
fication. 

Christensen, who is also chairman of Ark- 
wright’s housewares steering committee, called 
for full support of the buying group’s private 
label program “so that a few years from now 
you will have a strong buying program going 
for you.” * 


Revere Ware for its line of stainless steel cook- 
ware. The pieces, made of melamine, are avail- 
able in standard sizes in turquoise, yellow or red. 
Suggested price: $1 for the handle and 50 cents 
for the knob. 

A self-merchandising display, catalog No. 
699, is offered to dealers and contains 24 pieces 
in assorted colors. * 


“OPERATION MANHUNT” IS THE MEN’S SHAVER POR- 


TION of Sunbeam’s fall national advertising pro- 
gram for electrics and shavers. The Chicago 
maker will promote its 555 shaver on three net- 
work TV shows and in a series of full-page 
black-and-white ads in four magazines and the 
“Wall Street Journal.” 

The aim of the ad program, according to 
the company, is to “reach every male over 14... 
an average of six times each.” The women’s 
shaver will be featured in four magazines and 
in spot TV programs in 31 markets. Sunbeam’s 
electrics program is scheduling 44 ads in 26 
magazines in an attempt to reach “over 78% 
of all households an average of 12.2 times” and 
“earry its advertising message to over 78% of 
all married women between the ages of 18 and 
55 an average of 11.4 times.” a 


REGINA CORP. DENIED FEDERAL TRADE COMMISSION 


charges of discriminating among its customers 
in granting promotional allowances (EM WEEK, 
June 26, p7). Answering the FTC’s complaint, 
the Rahway, N. J. floor polisher and Electrik- 
broom maker, admitted making payments to cer- 
tain customers “‘for promotional work,” but de- 
nied that such payments were not made equally 
available to all other competing customers. 
Also denied was the charge that Regina’s 
direct-purchasing customers were paid more 
promotional money than they accrued under the 
company’s ad program, while other customers 
were not offered or paid the ad money that was 
due them. " 
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| APPLIANCE-TV 


A “LOSS LEADER” BAN IN CALIFORNIA will begin in 


September. Governor Edmund G. Brown has 
signed a bill designed to prevent retailers from 
using “loss leaders” to bring customers into 
their stores. 

The bill provides that limiting the number of 
items which a customer may buy or selling such 
items for less than replacement cost, will be con- 
sidered an intention to injure or destroy compe- 
tition. 

This would be a violation of the California 
anti-trust laws and would permit authorities 
to get injunctions to stop the practice. 

The bill is aimed particularly, according to 
Governor Brown, at large stores which “often 
could afford to sell a few items at less than cost 
in order to draw customers in.” s 


SOUND CENTER FOR THE CARRIAGE TRADE is coming 


in September when Friendly Frost opens its com- 
bination FM stereo broadcasting station and 
sound merchandising center on Long Island in 
suburban New York City. The center, a pilot 
model, will feature high-end only package goods 
and components, go for a cosmopolitan image 
with unusual programming on the air, imported 
cabinetry, fine furniture and art in the show- 
room. 

Other facilities are: A luxury sound salon 
and a for-hire recording studio. Prices they’re 
shooting for: the $500 to $5,000 class. Why the 
’way high end? President Gerald O. Kaye feels 
the carriage trade has no place to shop. He'll 
offer super service—four unsolicited service 
calls the first year of purchase. And he plans 
other centers in Boston, San Francisco, Wash- 
ington and Philadelphia. * 


SOUTHEASTERN APPLIANCE MARKET LOOKED HOT at 


the one-week Atlanta Merchandise Mart that 
opened July 17. Some 16,000 dealers visited the 
new 22-story building and they were on an ap- 
pliance buying spree. Traffic in electric ranges 
was particularly heavy, with several manufac- 
turers and distributors reporting the “best sales 
of any Atlanta summer market in years.” Magic 
Chef said orders were well ahead of last summer, 
with built-ins chalking up really remarkable 
gains. “ 


CHICAGO COIN-OP OWNERS ARE BATTLING proposed 


city ordinances which would impose drastic re- 
strictions and substantially increased fees on 
coin-op laundry and dry cleaning stores. But it 
looks as if their battle may be in vain. If passed, 
the laws would (1) require both types of stores 
to close from 11 p.m. to 7 a.m.; (2) require 
_attendants at all times in dry cleaning stores and 
from 6 p.m. to 11 p.m. in launderettes; (3) im- 
pose annual fees of $150 for 10 or fewer units 
and $10 for each additional unit on launderettes, 
$250 for 10 or fewer units and $20 for each 
additional unit on dry cleaning stores. © 


A TWIST OF Whirlpool’s new top-end gas and electric clothes dry- 
ers, two models each, have quick-access front and top 
THE WRIST service panels. One screwdriver will remove the four 
FOR SERVICE fastening screws, exposing the drum for servicing. 
Control panels also come out with four screws, and 
on the matching washers, hinged tops swing back 

(no tools needed) to get at service areas. 








Refrigerator Price Cuts: 
How Did They Work? 


No one thought they were neces- 
sary. A few dealers found them 
“helpful” and one or two said they 
were either extremely good or ex- 
tremely bad. 

These were the findings of a sur- 
vey conducted by EM WEEK to learn 
the effects of the recent refrigerator 
price cuts by all major manufactur- 
ers except Gibson in major markets 
across the country. 

With the exception of Dallas, 
where the weather was hurting busi- 
ness and Detroit where the recession 
was still being felt, dealers in all 
areas reported well-controlled inven- 
tories and fair to fantastic sales he- 
fore the price cuts. Here is what 
dealers told EM WEEK: 


Los Angeles—‘“Cuts have stimulated 
sales by 30%,” said Bill Neal of 
Gateway Appliance Co. However, 
Beanie Rhodes, co-owner of B. L. 
Russell in suburban Huntington Park 
said, “Business was better before the 
price cuts. Cuts don’t mean much to 
the public. They just sit around an- 
ticipating more price cuts.” 


Miami—The price cuts were unneces- 
sary, Morton Low said. The dealer’s 
business was “way ahead of last year 
with first quarter sales almost equal 
to the whole of 1960.” On the other 
side, Burl Watkins, manager of the 
Collins Appliance Stores, said, 
“Price cuts were a big help to us. 
Business would have been better all 
year if we had had them earlier.” 


San Francisco—Four dealers, Dul- 
fer’s, Gordon and Silva, and Di 
Silvo’s Appliances and Kane & Zech, 
in this region agreed that the busi- 
ness was good before the price cuts. 
None felt that the price cuts had a 
noticeable effect on sales. Typical of 
dealers’ comments was a spokesman 
for Kane & Zech who said, “June 
was good, July came in like a lion 
and the rest of the year looks very 
good.” 


Chicago—Bill Soltis, owner of Soltis 
Radio and Appliance Co. said about 
the price cuts:°“The boys got on 
the bandwagon and gave them away. 
We didn’t notice any change in our 
sales—either volume or mix.” At 
Tri-Par Radio Co., Edward Zime 
said the price cuts had no effect 
on his prices nor his sales. Did he 
think the cuts were necessary? 
“Nope.” 


Atianta—‘“ Business wasn’t so hot be- 
fore the price cuts. Now business 
is good,” commented Bob Bailey of 
Bob Shelley Appliances, “partly be- 
cause of cuts, partly because of the 
season, but mostly because of the 
promotion we are doing.” 


Boston—Lechmere Sales’ Philip Co- 
hen said, “Our refrigeration busi- 
ness was ahead of last year before 
the cuts. If anything, our higher end 
merchandise was hurt.”’ Al Gaumont, 
president of Gaumont Brothers in 
nearby Lowell, reported, “Refriger- 
ators were moving much ahead of 
last year before the drop, but there’s 
no question that the iower the pric- 
es, the easier it is to sell.” 


Seattle—Bon Marche’s_ appliance 
buyer, Bill Sprague, thought the 
price cuts brought in some business, 
but felt they would hurt profits and 
were really unnecessary. 


Denver—Jim Taylor of Fraser and 
Taylor TV and Appliance said a $50 
cut on one refrigerator had no effect 
on sales. “This is a fight between 
manufacturers. Price cuts did not 
change business conditions.” Both 
Taylor and another dealer, Leonard 
Robohm of Robohm Appliance and 
TV, agree that the refrigerator busi- 
ness will be about equal to last year. 


Detroit—A. C. McCarthy of McCarthy 
Appliances said the refrigerator busi- 
ness “hasn’t been stimulated one bit 
as a result of the discounts.” 
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DISTRIBUTOR 
SHOWCASE ? 
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Television is ideal for demon- 
strating household appliances. 
But distributors have to pin a 
sales story down in print locally. 
TV GUIDE does it with tele- 
vision’s color and excitement— 
in print. You can tie your sales 
story to a national campaign, 
talk to a familiar TV audience, 
give dealers exposure in anational 
magazine. One of TV GUIDE’s 62 
regional editions covers your 
dealer sales area—at a cost com- 
petitive with your current news- 
paper advertising schedule. No 
wonder regional distributors 
such as Westinghouse Appliance 
Sales and General Electric Sales 
and Distribution buy it, sell 
with it. How about you? 


TV 


GUIDE 


Best-selling weekly magazine 
in America 








YOUR personal BUSINESS 





ment from him. This tax treatment is approved by the Internal Revenue 
Service even though you and the dealer treat the sale and purchase as 
unrelated transactions for record-keeping purposes. 


That part of the purchase price put in escrow by the buyer of a busi- 
ness is not considered income to the seller until it is released to 
him. Escrow deposits are used to guard against liabilities of the 
business purchased not ascertainable at the time of sale closing. 
But even when the deposit is a large amount and the seller has the 
right to direct the investing of the fund and is entitled to the in- 
come over a set amount, it is still not considered income until it 
is released. 


AAA 


You can upgrade the quality of your present life insurance coverage 
at little or no added cost in annual premiums by taking advantage 
of special provisions offered by many insurance companies: 

e It costs nothing to add a clause establishing the way benefits will 
be paid if both you and your direct beneficiary should die in the same 
accident. In any case, you should name a second beneficiary. 

e You can usually provide for payment of double your policy's face 
value in case of accidental death. Cost is $1.25 to $2 a year per 
$1,000 worth of coverage. 

e You can have all further premiums waived if you are totally dis- 
abled from any cause. The cost is from $0.40 to $1 yearly per $1,000. 
As another safeguard against letting a policy lapse, you can arrange 
for the company to pay your premium out of the policy's cash value 
if you ever miss a payment. 














cies to buy a form of annuity giving you an income for the rest of 
your life without the red tape and commissions that would ordinarily 
accompany a new contract. In many cases, the retirement income will 
be paid to you and your wife as long as either of you are living. Cash 
value of straight life policies at age 65 averages about $500 for 
each $1,000 of coverage. 





family a monthly income (about $10 a month for each $1,000 of cover- 
age) for 15 or 20 years. At the end of the period, the full amount of 
the policy is paid. This costs about $3 to $4 annually per $1,000 at 
age 30, $12 to $18 at age 50. 

e "Guaranteed insurability" also is becoming popular. If you're still 
many years away from retirement, you simply buy a guarantee that you 
can purchase more coverage in future years regardless of changes in 
your health or other circumstances. This clause is available until 
about age 37. For adults, the cost runs from $1.25 to $1.50 a year 
per $1,000. For children, it's much lower. 

e In many cases, you can use a “decreasing term" rider to cover what- 
ever amount of your home mortgage is outstanding at the time of your 
death. This arrangement adds about 1% of the full mortgage to your 
premium bill per year. 

e You can let dividends stay with the company at interest rates from 
5%% to 4%. If you wish, dividends can be used to buy new paid-up 
units of insurance or to prepay premiums at a discount of 3%% to 4%. 


A A A 


Two car families get a break on liability insurance in new rates put 
into effect in 39 states and the District of Columbia by major in- 
surance companies. When a policy covers two cars, there is a 20% dis- 
count on premiums for both. Formerly, the full premium was charged 
on the first car, with a 25% discount on the second. The new discount 
applies only if the cars aren't used in business and there's no male 
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“Couldn’t we put that in a less conspicuous spot... ?” 


IT ALL STARTED WHEN 


The Ancients 
Learned 


Discount houses, supermarkets, department 
stores and such may seem outgrowths of our 20th 
Century civilization, but their forerunners origi- 
nated in pre-Biblical times. The ancients were 
pretty sharp tradesmen too. 


Shopping lists, bills and receipts, for example, have 
been found in Egyptian tombs erected more than 
5,000 years ago. Gaily decorated, open-stall spe- 
cialty shops in the public square were operating 
around 3,000 B.C. By 500 B.C., the Romans had 
even standardized merchandising techniques. Cer- 
tain commodities had to be made according to 
established legal specifications—the baker was 
required to bake his name into every loaf. 


Although the credit card is a modern gimmick, the 
shoppers of old developed their own methods of 
exchanging goods without the use of cash. The 
Chinese shopped by exchanging products. The 
farmer would bring a bushel or two of rice to the 
potter, who was honor-bound to reciprocate in 
kind. This version of “gift-shopping,” popular 
also in the Europe of 1,000 years ago and in 
South America before the days of Columbus, is 
still favored by some South Sea island tribes. 
Shopping without cash has also been practiced in 
Africa, India, northern Russia and Finland. 


it works like this: Representatives of one tribe go 
to the trading spot, plunk down baskets, cloth 
or whatever, signal to the second tribe with a yell 
or the stroke of a gong and go off somewhere to 
hide. After looking over the pile, the second group 
lays down what it considers goods of equal value 
and it, too, goes away. If the returning first group 
is satisfied, it gathers up the offered swap and 
departs. Otherwise, the “delegates” wait around 
until a suitable addition is made to the pile. The 
silent shopping spree concludes only when mem- 
bers of the second tribe have taken away the 
original wares. All sales final, no returns or ex- 
changes permitted. 

Some aspects of what we consider modern re- 
tailing are centuries old. For example, though the 
department store appeared only 100 years ago, 
the chain store was known to the ancient Greeks 
and Romans. 


One common system for exchanging goods was the 
local fair. Here, merchants would gather periodic- 
ally and trade with the local townsfolk. Occa- 
sionally, goods were auctioned with the highest 
bidder getting the goods. English auctioneers 
had a variation: They used to sell by “inch of 
candle’’—the person making the last bid before 
the candle went out being the purchaser. One 
famous fair, formerly held in a town near Dublin, 
Ireland, became so unruly that it was abolished 
in 1855. But its name lives on. People still de- 
scribe a riotous, madly confused scene by the 
name of the fair—‘‘Donnybrook.”’ 


An even stranger fair still exists at Stratford-on- 
Avon, England. This is the “mop fair.” Dozens of 
them used to be held each year in England before 
the 19th Century. At the fair, farm laborers and 
household workers display themselves to farmers 
who come to hire help for the year. Each person 
holds the emblem of his or her craft—a wisp of 
wool for a shepherd, a mop for a maid—hence the 
name of the fair. 


ABOUT THE AUTHOR—The “story behind the 
product” has always fascinated Ben Leerburger, 
who, as assistant editor on the staff of McGraw- 
Hill’s “Product Engineering,” is in a unique posi- 
tion to pursue the subject. For some years now, 
he has written a widely read column of historical 
anecdotes for his own magazine. It makes such 
fascinating reading that EM WEEK has asked 
Leerburger to do a similar column for this page 
once a month. 
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ELECTRIC SHAVERS 


SPECIFICATION SHEETS on electric 
shavers will be the next in the ex- 
clusive EM WEEK series telling deal- 
ers who makes what in various ap- 
pliances. Be sure to consult this 
popular feature in the next issue of 
this magazine. 
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/MARKET REPORTS 


SOUTHEAST . RALEIGH, N. C.— 
Appliance and television dealers in 
this area were singing the happiest 
tune in several months. 

The general theme was “business 
looks better.” And several dealers 
were cautiously optimistic that sales 
for July of this year would exceed 
those for the same month last year. 

Last month was generally describ- 
ed as “a pretty good month” com- 
pared to June of last year. The con- 
sensus was that the first six months 
of this year stacked up pretty well 
beside the same period in 1960. 

Myron U. Tuttle, a Frigidaire 
dealer, said refrigerators, freezers, 


washing machines and ranges “are 
moving pretty good. It looks like 
July will be at least as good as last 
year. We had a real good June, about 
10% above last year.” 

“T’ve had better Junes and worse 
Junes,” said Wyatt E. Lynch, Philco 
and Westinghouse dealer. ‘‘Last June 
was a right fair month for us. 
Things have moved along fairly well 
in July.” However, sales of air con- 
ditioning units have been “far be- 
low previous years,” Lynch said, and 
because of unusually poor months in 
February and April, overall sales for 
the first six months might be 10% 
below the same period last year. 


Marvin Nelson of Nelson’s, an 
RCA television dealer, reported an 
increase in TV _ sales. Nelson said 
June was down from the same month 
last year but “business looks better. 
July might go a little ahead of last 
year.” 

Leonard Morton of Johnson-Lam- 
be, Inc. also reported that June of 
this year compared favorably with 
June, 1960, in over-all sales. He add- 
ed that July “may be a little better” 
than the same month last year. 

Morton noted that “refrigerators 
have done pretty well’ in recent 
days, while washing machines have 
“slowed some.” 


SOUTH NEW ORLEANS— 
Weather has been the big topic of 
conversation among New Orleans ap- 
pliance dealers. Rain and cool tem- 

Continued on page 34 
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“All I know is he’s the best bookkeeper 1 ever had...” 
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“Here’s why we went a little under last month — the promotion 
costs ran to $1230.80 —total sales in the promotion came to 
$180.00 of which $120 turned out to be a skip...” 




















“You wouldn't be trying to distract me, would you, Mr. Karl?” “You're not replacing me with any billing machine, 


Mr. Stein — you don’t have the money...” 


ELECTRICAL MERCHANDISING WEEK 





Start using this special two part sec- 
tion right now. 

Use the three pages of complete 
specifications as a ready reference to 
what's available on the market. Use 
these specs for buying and for selling, 
for comparing your line with your com- 
petitors’, for keeping your salesmen 
informed about what they are selling 
against. 

And that’s not all. 

The 12-page handy-size Basic Infor- 
mation Booklet included in this exclu- 
sive report is packed with information 
you need to know to sell more portable 
electric heaters all year long and at a 
better profit. Use it as a training guide. 
Both your young and old salesmen will 
find it valuable. 
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INFORMATION 
SERVICE 


Here’s an exclusive report 
which will help you spark 
bigger profits with portable 
electric heaters. Use this 
convenient sales compan- 
ion as a source of vital in- 
formation on portable elec- 
tric heaters —the industry, 
the market, how they work, 
and how to sell them. Com- 
piled by EM WEEK’s Brad 
Ketchum, this special how- 
to-sell data is what you 
need to know to do a better 
selling job. Use it to build 
volume year-round. 





AS PORTABLE 
ELECTRIC HEATERS 
PROCEED IN THE NEW 


DECADE... \W/il| The Market Get Warmer ? 


Take a look at what has happened to the port- 
able electric heater industry in the past ten 
years. You'll find clues to explain its present 
status and forecast its potential. 


WHAT HAPPENED IN THE PAST? 


Annual sales climbed from below one million units 
in 1951 to almost 1.3 million in 1956, which was 
a growth rate of 59.78% for that period. As you 
can see from the chart on this page, sales soared 
to a peak in 1959, then slipped 11.19% in 1960. 


Dollar volume, as the chart indicates, more than 
doubled between 1951 and 1956, then rose to a 
high of $29,837,000 in 1959. Last year saw vol- 
ume take a dip of about $2.5 million. 


Saturation has been on a slow but steady increase 
since 1951 when it stood at 22.1%. In 1956 it 
was 26.0% and climbed to 29.2% in 1960. 
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Figures tell the tale. Portable electric heater sales 
started picking up in 1951, gained momentum in 
1956, and reached a peak in 1959. Last year—one 
of economic recession—unit sales of electric ap- 
pliances in general declined, and portable electric 
heaters followed suit. 

But this is no signal for alarm. With satura- 
tion at 29%, there’s still plenty of room at the 
top. Two-thirds of the potential market remains 
to be tapped. 

Some economists assert that an increase in 
homebuilding and home renovation will so ex- 
pand the market for electric appliances that by 
1975 sales figures are likely to double or triple. 
With the appliance volume on a threshold of new 
growth potential, the outlook for portable elec- 
tric heaters looks good. They’re not going to 
stand still while the advance to new peaks rushes 
by. But they’re not going to leave the old prob- 
lems behind either. 

Here’s a frank look at some of them. 


1,385,000 


1,296,000 


UN ERS 4 
| ae 
WHAT ARE THE PROBLEMS? 


Weather sells heaters and it does not always co- 
operate. Since most of the portable electric heat- 
er business is done at the beginn‘ng of winter 
and during its tail end, nothing stifles the selling 
season faster than a mild fall and an early spring. 

A few days of consistently cold weather are 
required before heater purchases start tallying 
profits. If the cold spell never occurs, the in- 
between-seasons market is lost as it marches into 
winter and gives way to the use of central heat- 
ing. Similarly, in the spring if the cold winter 
drafts suddenly disappear in early summer-like 
warmth, the auxiliary heater dealer’s only hope 
for salvation is to switch his pitch to the summer 
cottage set. And don’t underestimate that market 
—it’s getting bigger all the time. 
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930,000 > 








- $ VOLUME 


$27,318,000 


$26,712,000 


$12,393,000 


Comparative cost of electrical energy as opposed 
to other fuels often causes the consumer to clutch 
his pocketbook. The thought of adding to the 
monthly electric bill has a tendency to make pres- 
ent heating plans quite sufficient. This is especi- 
ally true when you consider that the appliance 
load in most homes today is ever increasing as 
owners purchase everything from dishwashers 
and disposers to electric can-openers. And the 
electric bills are not getting any lower, even 
though rates are not being raised. 


Consumer confusion is another deterrent, and one 
which offsets increased demands for the con- 
venience and advantages which portable plug-in 
heaters afford. Increasingly comfort conscious 
consumers are attracted to these portable elec- 
tric units which emit heat instantly, are clean, 
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quiet and space-saving. But hesitation follows 
when they start considering economical aspects, 
wiring in their homes, and even decor. They ask 
“how much is it going to cost to operate it, is 
the wiring adequate, how’s it going to look in the 
living room?” 

Others are confused about safety features of 
portable heaters. 


Portable heat as a necessity is a relatively new 
concept to most consumers. For many it is still 
a luxury, something additional. It’s nice to be 
able to step out of a shower into the warm rays 
of a portable heater, or to provide extra heat in 
the playroom for the children, or make the do-it- 
yourself mechanic comfortable in the garage. 
But as to how necessary it is, many must still 
be convinced. 


Salesmen satisfaction with occasional sales of this 
seasonal product is no asset. For some, heaters 
are incidental. In the summer they’re trying to 
sell up air conditioners while other seasons are 
spent on TV, ranges and kitchen appliances. 
Portable electric heaters are no bargain counter 
item. They can be a natural addition to your 
other sales, your showroom and service. If you 
sell the quality and convenience of portable heat 
year-round, it can become your bread and butter. 
But this cannot be realized unless your salesmen 
develop a proper attitude. 


Competition is a challenge with so many indus- 
tries all aiming at the same target: Consumer 
dollars. 

Portable electric heaters are competing with 
autos, appliances, apparel, hobbies, and foods for 
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consumer attention. And the race is getting 
tougher! 

This is not a complete list of the problems 
the industry faces, but these are the most crucial. 
To see how they may be alleviated ... 


TAKE A LOOK AT THE FUTURE 


Ever since 1953 when utilities and manufac- 
turers committed themselves to widespread and 
enthusiastic promotion of electric heat, the port- 
able electric heater industry has enjoyed a 
healthy growth. With the saturation level now at 
29.2%, the potential market provides plenty of 
opportunity. 


Rural consumers will boost sales of portable elec- 
tric heaters this year. Reasonable electric rates 
and stepped-up promotional activities on the part 
of rural power companies have resulted in a 
high interest in electric heat in rural areas. An 
estimated 110,000 families are planning to heat 
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one or more rooms with electricity, and most of 
them are hoping to do it without costly installa- 
tions. 


The emphasis will be on multiunit sales as portable 
electric heaters become recognized as specialized 
appliances designed to fit special needs. Children, 
invalids, and others who are sensitive to drafts 
and cold air are fast making portable units a 
definite necessity. They’re needed in playrooms, 
workshops, bathrooms, and sickrooms—simulta- 
neously. 

Sales won’t be restricted to residential mar- 
kets either: Portable heaters are finding applica- 
tion in such areas as doctors’ offices, guard shacks 
and beauty parlors. 


Utilities will lend to sales promotion as they con- 
tinue to seek a balance for peak loads in the 
summer due to air conditioning. Each year more 
power companies have embarked on aggressive 
electric heating programs in an effort to build up 


winter loads and balance daily ones. Though they 
are interested primarily in promoting electric 
heat as a central system, they also want to en- 
courage use of any electrical equipment. Such 
encouragement will profit the portable electric 
heater industry. 


New design features will boost sales as comfort- 
seeking consumers increase their demands for 
the advantages which technological progress in 
the industry is providing. Many of these features 
are already available, such as push-button con- 
trols, pilot lights, tipover safety switches and 
fully automatic thermostats, but there are many 
more to come. 

Modern styling, added safety features and au- 
tomatic timers will step up sales. Efficiency will 
increase and size and weight of units will de- 
crease. Air purifiers will be a built-in feature, 
and manufacturers’ guarantees will reach for 
life-time durations. 





Increase in leisure time will bring new demands 
for portable electric heaters. As hobbyists and 
“do-it-yourself” enthusiasts spend more time in 
attics, garages and basement workshops, the de- 
mand for portable electric heating units will 
become increasingly greater. And vacationers will 
add to it as a growing number of them retreat 
to summer cottages, cabins and hunting lodges 
where auxiliary units are the only source of heat 
in most cases. 

In the preceding pages you’ve seen how the 
portable electric heater industry looks—its past, 
its present problems, its promising future. In 
the following pages EM WEEK shows you how to 
spark bigger sales and kindle greater volume of 
portable electric heaters as the market gets 
hotter. 
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Radiant heaters emit direct rays, produce instan- Convection heaters use natural air currents to warm all 
taneous warmth like the sun with infra-red rays. air in a space rather than just the object in front of the 
Solid objects block radiant beams. Furniture and heater. Fans are added to some convection heaters to 
other objects should not be placed in front of radi- force more hot air out into lower half of room before it 
ant type heaters. rises naturally to ceiling. 


TO DO A BETTER Have you lost a sale recently because you 


weren’t familiar with technical facts about a 
SELLING JOB particular portable electric heater? If your heat- 
er sales are lukewarm, here—pinpointed in sim- 


YOU SHOULD... Know The Technical Story ple terms—is what you need to know before they 


will get hotter. 


KNOW THE VARIOUS TYPES AVAILABLE 


Portable electric heaters are small, light- 
weight, plug-in units usually provided with a 
handle for easy mobility. They are used to sup- 
plement an existing heating system in a hard-to- 
heat room or where higher than normal tempera- 
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Your customers will look for styling—boost your sales by selling it. Here are some of the styles that sell: Slim, vertical; cabinet-like; circular; shadow box; and ‘baseboard. 


ture is desired; or in a home where an expensive 
central system is not warranted. In general, 
portable electric heaters are classified as either 
radiant or convection type units. 


Radiant heaters produce direct, instantaneous 
warmth with infra-red rays, like the sun. In 
theory, persons or objects which are in the path 
of the radiant heat output are heated, while air 
in the intervening space through which the 
radiant waves pass is not. 

Since radiant energy travels in straight lines, 
like light, a person must stand exposed to the 
beams of infra-red energy for a feeling of 
warmth. 

A radiant heater consists of heating elements 
exposed to view and supported on refractory 
material. The heating elements operate at a 
bright red heat which is projected directly into 
the room like a flashing beam by a metal re- 
flector. Since solid objects block infra-red energy, 
furniture or other objects should not be placed 
in front of radiant units. 

Though radiant heaters are typically low-end 
units, they do provide advantages which other 
types do not. One of these advantages is greater 
efficiency. Because radiant heat output is almost 
instantaneous, radiant heaters are particularly 
well suited to bathrooms, kitchens and other 
small rooms where quick heat is desired. They 
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also afford greater comfort in a lower air tem- 
perature since radiant energy is converted to 
heat upon striking the room’s occupant. Raising 
the air temperature to an arbitrary Fahrenheit 
degree is therefore unnecessary. The lower air 
temperature may mean higher relative humidity, 
which can be a mid-winter advantage. 

One thing to remember when selling radiant 
heaters is the importance of styling, since this 
type of heater must be in plain sight to be of 
any benefit. 


Convection heaters differ from the radiant type 
in that they warm all the air in a given space 
rather than an object in front of the unit. Air is 
warmed as it passes over heating elements and 
is distributed throughout the room either by 
natural means or by fan. In the convection units, 
heating elements are concealed from view and 
operated at a low temperature. As air near the 
heater is warmed, it rises, to be replaced by 
cooler air. This process requires that the top of 
a room be heated first, so convection heaters are 
not as suitable as the radiant type when instant 
heat is desired. But they do have their advan- 
tages. 

Units which provide convection heat require 
only a minimum of space in front of them to 
allow circulation of air. Since most of the con- 
vection units are the high-ticket heaters, they 


afford the advantages of such added features as 
safety switches, a wide range of wattages, ther- 
mostatic controls and signal lights. 


Non fan-forced units—natural convection heaters 
—create circulating currents of warm air with- 
out the use of a fan or blower. Cool air enters 
under the heating coil housed in a metal en- 
closure, picks up the heat from the heated sur- 
faces and is circulated naturally out the top of 
the unit. This action of heated air moving up 
away from the heater and cooler air moving up 
to the heater from below, causes a continuous 
cycle of warm air currents. 


Fan-forced units—forced convection heaters—are 
similar to natural convection units except that a 
fan or blower is included to increase circulation 
of warm air. As a result, forced air units pro- 
vide higher heat output and greater circulation 
and distribution of warm air than do the non 
forced air heaters. They also heat a room faster, 
furnish more uniform temperatures and are 
usually more compact in relation to capacity or 
heat output. Some are equipped with adjustable 
louvers to permit directing warmed air. 

In fan-forced units, mounting position of the 
heating elements is such as to maximize natural 
convection currents and place the elements in the 
path of fan-driven air currents. 
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This 6-Point Selling Program 
Will Get You Into The Act 


Some dealers seem to be convinced that port- 
able electric heater sales are incidental, except for 
a particular time of year when teeth-chattering 
shoppers are stuttering for heat. They wait for 
cold weather as a prerequisite for moving the 
units, and, in the meantime, their sales effort in- 
volves little more than indifference. Mediocre and 
chilly sales figures are the results. But this does 
not have to be the case. 

Last year there were nearly 1.3 million heaters 
sold at a retail value of over $27 million. Someone 
is selling heaters and not depending on the season 
to do it. 

If you want to cash in on the market year-round 
for a steady volume, too, here’s how... . 


MAKE THE 
CONSUMER 
COMFORT- 
CONSCIOUS 





You can’t sell a prospect on a portable heater if 
he’s not thinking in terms of comfort. As you 
know, no two customers are exactly alike — each 
has a different predominant reason for buying. 
But when it comes to heaters, whatever reason a 
consumer has for purchasing a particular unit is 
invariably preceded by need for more comfort. 


For many people, portable heat—like air con- 
ditioning—is still a luxury. It’s a luxury because 
they think only in terms of the central heating 
system as the weather gets colder. Supplementing 
it or using something else instead seems unneces- 
sary. Why buy a heater when you have a furnace? 
Who needs one when all you have to do is turn up 
the thermostat to be comfortable? 

These are the questions which occur to the con- 
sumer. He may be concerned with comfort, but 
you’ve got to sell him on how much more comfort 
he can get with a portable electric heater. And to 
do this you have to talk up more than just warmth. 


Sell modern styling. Portable electric heaters no 
longer deserve association with the traditional 
image of a potbelly stove. But many consumers are 
still harboring such an image. They don’t want an 
ugly, squat little unit with a dull finish sitting in 
the living room. And this is what they think of 
when they hear “portable heater.” 

You’ve got to change this concept by pushing 
today’s styles hard. Show the consumer that he 
can get everything from the built-in look to 
cabinet-like units which look like a piece of fur- 
niture. Appeal to the personal tastes of your pros- 
pect—you’ve got a heater style that will suit him 
and blend in with his wife’s decor. 


Sell the safety features which are now available in 
portable electric heaters. This is another aspect 
which has worried consumers and caused them to 
hesitate about buying a heater. They’re worried 
about burning themselves, fires starting and chil- 


dren getting injured. Such possibilities are no 
longer valid, but do your customers know this? 
Play up the protective grilles, safety switches and 
other features which have made today’s heaters 
as safe as any appliance. A demonstration will 
back you up. In colder weather a home demo in the 
evening is even better. 


Sell the other advantages of portable electric heat- 
ers. First stress convenience by showing how easi- 
ly a unit can be carried from place to place, 
plugged into any outlet and set to emit instant 
heat automatically. This will enable you to start 
playing up the economy angle. It’s obvious that 
installation costs do not apply, there’s no main- 
tenance involved, so talk savings to the prospect. 
He can save on his fuel bills since one room need 
not be overheated to heat another. The central 
system doesn’t have to be turned way up to get a 
higher-than-normal temperature in one room or 
warmth into a hard-to-heat room. A portable 
heater will do the job. 

Having appealed to the prospect’s pocket-book, 
point out the cleanliness factor. No soot, grime or 
smoke to harm or discolor furniture or draperies. 
And, finally, remind him that the unit can be 
tucked away where it will be most effective — 
without taking up a lot of space. 

At this point you’ve talked up more than just 
warmth. And your prospect is “comfort-con- 
scious.” He’s thinking about relaxing in the 
warmth of a unit which blends in with his decor, 
will be safe for his family and a savings for his 
budget. And the next step... 
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All of your salesmen should be qualified to sell 
portable electric heat. They should be familiar 
with what it is, how it works and its advantages 
as applied to each unit you stock. 

But you should go one step further by training 
a member of your sales staff as a specialist whose 
knowledge goes beyond simple familiarity with 
the field. You can never know too much about the 
product you are trying to sell. So know enough 
about it to answer any question a prospect might 
raise, and you will do a better selling job. 

Once you select the salesman who is going to 
serve as your expert, what should he learn that 
will qualify him as more than merely “familiar” 
with portable electric heaters? 


Technical knowledge of proper application is a good 
start. This does not involve a canned sales pitch 
which plays up the high-ticket units. If a prospect 
thinks you’re trying to fast-talk him into a high- 
ticket heater when he thinks all he needs is a low- 
end unit, the sale —if you make it —is going to be 
a difficult one and won’t foster another. But if you 
have a specialist who can answer with authority 
all questions concerning application and require- 
ments, you'll gain the customer’s confidence and 
the sale will be easier. He’ll be convinced he has 
the heater he needed and you’ll be sure of another 
sale in the future. 


Thorough knowledge of the advantages is equally 
important. Mentioning comfort is not enough. 
Your specialist should be able to show why the 
advantages are definite benefits. He should be able 
to explain why one unit is better than another. 
In short, he should be an expert at making pros- 
pects “comfort-conscious”’. 
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PUT THE 
HEAT ON 
YOUR 

SALESMEN 


Many salesmen regard the portable electric 
heater as a completely seasonal item. Their sales 
efforts pick up only when temperatures drop, 
which means the product is ignored for a good 
part of the year. This is understandable when 
you consider that they’re talking up ranges in the 
spring, pushing air conditioners during the sum- 
mer, and emphasizing housewares, major appli- 
ances, TV’s and tools at other times. 

The tendency is toward an attitude that port- 
able electric heaters can be sold any old time, 
especially if the weather’s cold. But the truth is: 
They can be sold all year long. However, you can’t 
profit year-round with heaters unless you get your 
salesmen to be as enthusiastic about them as they 
are about other products. 


Kindle enthusiasm with a word about profits. Show 
your salesmen how portable electric heaters can 
be just as much their bread and butter as yours. 
To profit you have to sell. To sell you have to con- 
vince the prospect that he should buy. And you 
can’t convince the prospect that he should buy if 
you’re ignoring the product. But if you’re heater- 
conscious year-round and keep your sales ap- 
proach fresh, you can do some convincing. Use 
EM WEEK’s exclusive heater promotion calendar 
as your guide. 


Train them so they’re qualified to sell portable elec- 
tric heat. Leave the heat loss calculations up to 
your “specialist” salesman, but brush-up the 
others on your sales staff by reviewing the basic 
technical story. See that they have an adequate 
knowledge of the benefits and features of portable 
electric heaters. If a model has a special feature, 
be sure they know what it is and can sell it. 


USE 
INDUSTRY 
CONTACT, 
SUPPORT 


You’re making a mistake if you aren’t taking 
full advantage of the promotion assistance which 
various factors in the industry are currently offer- 
ing. The booming electric house heating market 
is soaking up the biggest slice of the industry’s 
publicity campaigns, but portable electric space 
heating is being promoted at the same time. 

Manufacturers and utilities know that appli- 
ance dealers are cashing in on the electric heating 
boom whether they handle electric heat or not. 
That’s because families who buy electric heat are 
using electricity as their main fuel source, which 
means they’ll be buying electric appliances. Elec- 
tric heat affords the appliance dealer the best com- 
petitive edge he’s ever had, and the industry is 
eager to help him take advantage of that edge. 


Manufacturers and utilities are ready to help with 
tie-in promotions and technical assistance. During 
mid-August or October and November promo- 
tions, you can have a special manufacturer’s rep- 
resentative on hand to answer questions or assist 
your “specialist”. They also make literature, pro- 
motion kits and other material available for your 
sales program. 

Utilities are contributing substantially to the 
nationwide movement of “living better electrical- 
ly”. They’re interested in encouraging the use of 
anything electrical in order to balance daily and 
seasonal loads. Take advantage of the services 
they offer. 


Distributors and associations are primed to help you 
with promotion. Literature, films and cut-away 
models are available from most distributor reps. 
And associations are always ready to lend a help- 
ing hand. 





GET SOME 
ACTION 
INTO YOUR 
DISPLAYS 


A token floor display tucked away in a corner 
is not going to do much more for you than collect 
dust. To move heaters you have to display them 
where traffic can see them. Catch interest and 
gather the impulse buyer with displays which 
bring all prospects face to face with the units. 

At the peak of your selling season, you should 
have a floor display which they can see the minute 
they come in the door and a window display which 
will draw their attention as they pass along the 
street. During the off-season, a window display is 
unnecessary, but you should keep at least several 
units on the floor. 


Make displays active, attractive and clever. Tiered 
or stacked displays don’t have to be dull. They’re 
best during the off-season when you want to show 
several units in a small area. Colorful splashes 
about specials and bargains will make them atten- 
tion-getters. 

As the peak season approaches, you should have 
your floor display in a prominent location and at 
the same time start building up your window dis- 
play. As you reach the height of the season your 
displays should include motion. The most complete 
floor display is the most active one. 


You can get action into your displays by putting 
the heaters to use. For example, during the holi- 
day season when people are entertaining, put some 
of your own hospitality to work. Invite shoppers 
to come in out of the cold for a hot cup of coffee. 
Serve it near your portable heater display which, 
of course, includes a few working units. You’ll 
generate warm feeling in more than one way, and 
you might sell a few heaters. Other occasions will 
afford you different opportunities. 


BE SURE 
YOUR AD 
DOLLARS 
PAY OFF 


Your sales efforts may be at full throttle, but 
if you’re not getting full value for your advertis- 
ing dollars, you might only be racing your engine. 
Be sure you’re in gear and advertising at top 
dollar-efficiency by checking the following points... 


Do your ads carry enough impact? If you’re using 
old cliches, stale copy and obsolete illustrations, 
the power in your promotion is a thing of the past. 
To get your money’s worth from advertising dol- 
lars, you’ve got to aim your ads so they hit hard. 
This requires fresh and original impact-charged 
promotion. Avoid ad monotony, use functional 
illustrations and be sure to play up latest heater 
features. 


Are you using the right ads at the right time? Don’t 
let the summer suddenly slip into the peak of your 
selling season and leave you without a full scale 
promotion. Play up the heaters beginning in Au- 
gust with large ads, but save the full-page jobs 
for the first cold snap. And make your ads appro- 
priate. Don’t use the cozy hearth angle in a May 
promotion. 


Are you using the right media? There’s a right 
media and a wrong media to use, depending on 
your area. Look for the costs-per-sales value. 
Some dealers prefer newspapers, others find they 
get best results from radio. Classified ads can 
bring steady results. Direct mail can be very 
effective. Perhaps you should try television, hand- 
bills or billboards? A telephone call or a home 
demo might clinch a sale for you. There are nu- 
merous media available, each can be an excellent 
selling tool. Find those which give you best results 
for the least — and use them. 


Room Size in Square Feet (Length x Width) 


PORTABLE ELECTRIC HEATER 


SELECTOR CHART 


BTU RATING IN THOUSANDS* 
10 _ 12 14 16 18 


*Heat Loss Included 


This chart will give you a capsule reference 
of portable electric heater capacities. It is an 
approximation based on rooms with 3 inside 
walls and an 8-ft. ceiling. Large amounts of 
glass, narrow or “‘L’’-shaped rooms and 
rooms which are separated from the house 
(garage, guest house) require more Btu’s 
per hour than indicated here. 
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SELL PORTABLE ELECTRIC HEATERS ALL YEAR LONG: 


AUGUST-SEPTEMBER 


Best market...users and impulse buyers. Also, va- 
cationers going off for their last fling before fall. 
Consumers who are closing summer homes as well 
as those moving back into winter residences are good 
targets. 


Best ads... point out that sooner or later the weather 
is going to be cold. Offer special prices with an “early 
bird” approach in your pre-season promotion. Mid- 
August is a good time to launch the promotion with 
a large newspaper ad highlighting advantages, new- 
est safety features and latest styles. You might sup- 
plement the ad with several spots each day on radio 
for a week. Try direct mail, too. By selling now you 
won't have to worry about a warm fall. 


Best themes ...emphasize that prices are lower so 
this is the time to buy. Sell now as the time to insure 
comfort for later and do it at a bargain. As the first 
day of fall approaches, stress that the first cold snap 
is just around the corner. 


if you hit a slump...enlarge your window display. 
Jazz it up so it draws more attention, and check with 
manufacturers to see how they can help. 


Plan ahead...for the peak season of the next two 
months. Organize your fall promotion now. 


And ...make sure your salesmen know the technical 
side of the story. 


OCTOBER-NOVEMBER 


Best market... almost everyone is a potential cus- 
tomer during these two peak months. The market is 
wide open, from hunting lodge loungers to house- 
wives threatening to turn on central heating sys- 
tems. There’s a big multi-unit market, too. 


Best ads...let consumers know how little winter 
comfort can cost. Advertise winter warm-up specials 
emphasizing savings and playing up every feature — 
flexibility, low cost, convenience and automatic con- 
trols. 

Keep hitting the idea that now is the time to pre- 
pare for the winter ahead, and have a big ad ready for 
a sudden cold spell. Use messages such as ““Tempera- 
tures may drop to the 20’s tonight” or “Is your 
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present heating system adequate? 


Best themes... emphasize comfort. Cold weather is 
here and you must appeal to the consumer’s natural 
desire to be warm. Try a “heater in every room”’ pro- 
motion stressing that several small heaters can be 
the answer to making present heating sufficient. 


if you hit a slump... try a gimmick, such as a guess- 
ing contest. Winner is customer who correctly 
guesses day temperatures first hit freezing. 


Plan ahead...by getting ready for year-end clear- 
ance sales and a Christmas promotion. 


And...don’t forget the importance of complete dis- 
plays on the floor and in your window. 


DECEMBER-JANUARY 


Best market... again, almost everyone is a prospect. 
This is the holiday season when people entertain, 
when hospitality spells warmth and comfort is a 
commodity everyone demands. You can cash in on 
the gift market, too. 


Best ads... play up the advantages, applications and 
features of your portable electric heater models. Ac- 
company the ads with illustrations — both functional 
and seasonally appropriate. 

During your year-end clearance sale use the “‘spe- 
cial savings” approach and go back to pushing low 
cost. Try price ads with the accent on comfort and 
down payment. Something like, ‘““‘Winter comfort for 
$6 down!” 


‘ 


Best themes...cater to the festive occasions of the 
holiday season. Push the high-ticket heaters and tie 
them in with your over-all promotion of appliances 
as gifts. Keep up your in-store promotion and have 
some of the high-ticket units in your floor display 
functioning. 


If you hit a slump... look for utility tie-in promotions. 
Feature special savings in a post-season sale of 
“Christmas stock.” 


Plan ahead... by watching for customers who are 
buying appliances. They’re your best prospects. 


And... remember hospitality. Invite everyone in for 
a hot beverage —near a portable heater. 





USE EM WEEK’S EXCLUSIVE PROMOTION CALENDAR 


FEBRUARY-MARCH 


Best market ...is the consumer who already owns a 
unit and knows the benefits. But you don’t have to 
depend solely on reselling to ring up sales. The im- 
pulse buyer is a good bet, if you use the correct ap- 
proach to catch her. 


Best ads... offer solutions to hard-to-heat room prob- 
lems. This is the season of consistently cold weather, 
damp slush and chilly drafts. The season when every- 
one’s objective is to control temperature in each room 
and keep it at a comfortable level. Ads should play 
up health benefits, safety factors, efficiency and 
economy. With the tax bite coming up consumers are 
not looking for units involving costly installation or 
maintenance. 


Best themes... capitalize on health, safety and effi- 
ciency features. Play up the heater as an enemy to 
cold drafts in baths, sickrooms and nurseries. An 
enemy which strikes with instantaneous efficiency. 
At the same time, stress that it’s a warm companion, 
as safe as any appliance. 


If you hit a slump... step-up in-store promotions and 
offer price specials. Perhaps a different credit plan 
will help, too. 


Plan ahead... for the tail end of winter and the damp 
April showers season. 


And...remind servicemen to keep an eye on the 
lookout for leads as they make their rounds. 


APRIL-MAY 


Best market... housewives beginning spring clean- 
ing and economy-minded husbands. Indoor comfort 
is still a big concern, but attention is also focused 
now on cleanliness and mounting fuel bills. 


Best ads...suggest that the time has come to start 
turning down central heating systems and begin sav- 
ing on fuel expenses. Aim at getting the consumer 
to think in terms of having heat where he wants it, 
but only when he needs it. Feature convenience and 
adaptability along with savings. 

Thread in the emphasis on economy with the clean- 
liness angle and the result will be a good pattern for 
your spring promotion. 


Best themes...depend largely on the whims of the 
weather. If it’s still cold, continue to emphasize com- 
fort as you did during the peak of winter. If warmer 
weather and April showers are dampening your 
sales, try selling the portable drying angle. 


if you hit a slump...try setting up an incentive con- 
test for your salesmen. Tell them what your goal is 
and have a prize worth working for. 


Plan ahead... for the summer market coming up. De- 
cide on a promotion for the off-season. 


And...be ready to tie in heaters with your over-all 
promotion of appliances for Mother’s Day. 


JUNE-JULY 


Best market...is anyone with a summer cottage, 
cabin or lodge. Motels and mountain resorts are an- 
other source of heater profits. Many summer homes 
are without central heating, a fact which makes their 
owners your best prospects. 


Best ads...stress convenience, safety features and 
low cost. Play up the portability factor, the ease with 
which a unit can be carried from home to home or 
room to room. Point out that all you have to do is 
plug it in for fast chill chasing —no installation, no 
maintenance. 

This is the season when you’re really pushing air 
conditioning. But don’t put all your eggs in one 
basket. Save some of your promotion budget to keep 
your heater sales in gear, too. 


Best themes... emphasize buying during the off-sea- 
son. Reduced prices and bargains always have a 
magnetic effect on the average consumer. Summer 
homes are pride-and-joys to many people. Each year 
is an oecasion to do a little improving. Perhaps this 
year they’ll add a heater or two? 


If you hit a slump...try advertising in the classified 
sections of your local newspapers. And keep at least 
a token floor display. 


Plan ahead... for August and September ordering. 
And start thinking about fall promotion. 


And...this is a good time to start training your 
salesmen. Teach them features, benefits, mechanics. 





Do You Know About... 


British Thermal Unit: Better known as 
Btu, it is a unit of heat quantity. One 
Btu is the amount of heat required to 
raise the temperature of one pound of 
water one degree. It is the most ac- 
curate rating of the heating capacity 
of a portable electric heater. 


Wattage: The amount of electric power 
being used, as expressed in watts. A 
watt is a basic unit of electric energy, 
and if you’re applying it to the por- 
table electric heating field, think of a 
watt’ as being 3.413 Btu’s of heat 
energy. Take the number of watts 
you have and multiply it by 3.413, and 
you'll have Btu’s per hour (BtuH). 


Heat Loss: The rate at which heat is 
transmitted to the outdoors through 
walls, floors and ceilings. It is meas- 
ured in Btu’s per hour or watts. 


Auxiliary Electric Heating: The use of a 


small, low wattage, portable, plug-in 
type unit for room or spot heating. 
When used in a building which is 
equipped with a central heating sys- 
tem, it is sometimes referred to as 
supplementary electric heating. This 
is because the unit is used as a sup- 
plement to the existing system to 
raise the temperature a few more de- 
grees and attain desired comfort 
levels. 


Comfort Level: The degree of air tem- 
perature at which the majority of 
adults feel comfortable. For most, 
this means a temperature of 70 de- 
grees. 


Black Heat: Infra-Red or radiant heat. 
This type of heat warms persons and 
objects rather than the air. The 
warming effect is produced by infra- 
red rays which are projected in 
straight beams. 


EXTRA COPIES WHILE THEY LAST! 


Be sure to specify which reprint you want. 


How to Sell Portable Electric Heaters: Order this 12- 
page Basic Information Booklet for 50¢ each copy in 
quantities up to 99 copies; for 35¢ each copy from 


100 to 500 copies. Plus shipping. 


Specifications For 1961-62 Portable Electric Heat- 
ers: Order this special EM WEEK spec sheet section 
for 35¢ each copy up to 99 copies; for 25¢ each copy 
from 100 to 500 copies. Plus shipping. 


ELECTRICAL 


MERCHAND/S/NG 


Special Two-In-One Offer: When you order both the 
heater spec sheets and the -how-to-sell booklet, each 


package costs you only 75¢. 


Prepayment must accompany all orders. Prices for 


large quantities available on request. 


Heat Loss Compensation: Remember 
that the purpose of a heater is not to 
put heat into a person, but to keep 
him ftom losing heat. Body heat is 
lost when the temperature of a room 
is chilly. A room becomes chilly when 
too much warmth his been transmit- 
ted to the outside. 

So a heater is used to compensate 
for the room heat which has been lost 
and to bring the temperature up so 
body heat is not being lost. 


Estimating Heater Size For Isolated 
Buildings: The size of a heater de- 
pends on the rate of heat loss in a 
given space. Here’s an easy method 
for making a rough estimate of the 
watts needed to take care of heat loss 
in garages, cabins, tool sheds, guard 
shacks, porches, etc. 

First find out from the prospect 
how much exposure there is in the 
building he wants to heat. Then you 
will know how many watts per cubic 
foot are required. If there is little ex- 
posure, such as a tool shed with a 


Address orders and inquiries to: EM WEEK Reader Service Dept., Room 2600, 


door and a window, three watts per 
cubic foot are needed. Average expo- 
sure — some windows and doors — re- 
quires between four and five watts 
per cubic foot. If there’s a great deal 
of window and door space, six watts 
per cubic foot are necessary. 

Now find out what the approximate 
dimensions of the building are — 
length, width and height. These fig- 
ures multiplied together will give you 
the number of cubic feet in it. And 
the rest is simple. Just take the num- 
ber of watts per cubic foot required 
and multiply it by the cubic feet in 
the building. 

Let’s take an example. Your pros- 
pect has a cabin with two doors and 
six windows, which we’ll call average 
exposure. The cabin is 12 feet long, 
10 feet wide and has an 8-foot ceiling. 
The number of cubic feet, then, is 
960. Four watts per cubic foot are re- 
quired. So the wattage requirement 
is 3840 watts. Therefore, your pros- 
pect needs a heater or heaters which 
draw a total of about 4,000 watts. 


McGraw-Hill Publishing Co., 330 W. 42 St., New York 36, N. Y. 
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AN EM WEEK EXCLUSIVE 











EM WEEK 
REVIEWS 





TAPPAN’S 


Tappan announces a new Fabu- 
lous “400” gas range, electric and 
gas Space Saver ranges and a new 
deluxe dishwasher No. UCA-4. 

The Fabulous ‘‘400” gas range is free- 
standing with the appearance of a 
built-in that installs without extra 
expense. It hangs on the wall or sets 
on a cabinet, with convenient stor- 
age space directly under the range. 

With the Tele-Panel all controls 
are at convenient eye-level, and in- 
cludes indicator lights and switches 
for lights and rotisserie; roast con- 
trol dial; automatic clock control for 
oven; new Flame Master oven con- 
trol for low temperature use as well 
as accurate baking and roasting con- 
trol and the valve control for Set’N 
Forget automatic top burner. 

The gliding Hide-Away top is new 
in the gas range design—this top 
slides over fixed burners and when 
top slides back the burners automat- 
ically turn off with positive safety 
cut-off. A removable cutting board is 
built into the work surface. Sizzle’N 
Simmer burners and a new bulbless 
thermostat for the Set’N  For- 
get automatic burner-with-brain top 
burner are included. 

The oven, at easy-to-reach height 
has a wide glass door for full-view 
observation; oven is wider but not 
too deep, making positioning of pans 
and cleaning easier. Chromium lined, 
the removable oven bottom is porce- 
lain enamel. Oven heat control holds 
temperatures as low as 140 to 250 
deg. 

Broiler compartment has a radiant 
broiling screen with sides of chro- 
mium to reflect heat from the sides; 
broiler tray is a 2-piece chromium 
pan. A Visualite door closes the 
reach-in-height broiler compartment. 

A symmetrically balanced base 
cabinet with ‘Lazy Susan” swing-out 
storage compartment at left opens 
fully to allow access to items in rear. 


Electric And Gas 
Space Savers 


A new line of Space Saver ranges are 
also announced. These compact 1- 
piece ranges have built-in styling 
without installation costs. Electric 


TAPPAN SPACE SAVER 
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1962 Dishwasher And Range Line 


TAPPAN FABULOUS ''400"' GAS RANGE 


models are available in sizes that fit 
into a 21- or 30-in. area. Gas models 
fit into 21-in. opening only (a model 
for 30-in. opening will be added 
later). 

A chrome trim seals the range to 
cabinets and between the body panel 
and cabinets. The back panel has 
black phenolic posts, black enamel 
lower panel with textured pattern 
overlay and chrome trim separation 
strip. A 4-in. toe cove base with 
front and rear levelling jacks are 
featured. 

Uni-wrap construction eliminates 
nuts and bolts; 1-piece oven has no 
cracks or crevices. Lift-up Lusterloy 
top makes spill-overs easy-to-clean. 
4-infinite switches and a single coil 
top element give unlimited heat set- 
tings; elements have internal ele- 
ment rings and removable spill-over 
bowls; top elements lift-up and 
aluminum spill-over trays can be re- 
moved for cleaning; recessed main 


TAPPAN DELUXE DISHWASHER UCA-4 


top aids in catching spills. The 16-in. 
all porcelain oven holds the largest 
roaster pan or even a complete oven 
meal. 

Gas Space Savers have 4 Sizzle ’N 
Simmer top burners; a_ separate 
broiler compartment with a swing- 
out broiler; door has a 90-deg. open- 
ing so that flush-to-wall installation 
is possible. Broiler compartment is 
finished in powder blue porcelain; 
exterior door panel is Lusterloy. 


Dishwasher 


A new deluxe dishwasher No. UCA-4 
has been added. It includes the “dual 
drench” washing action with such 
deluxe features as a 2-piece remov- 
able rack; selection of 7 cycles plus 
an automatic wetting agent injector. 
A fluorescent light at top of control 
panel serves as an “on” indicator 
light and a manual switch allows 
light to be used as a night light. 











‘new products 








Vinyl coated rack and tracks for 
upper rack are removable for clean- 
ing. An automatic rinse dispenser is 
standard. The injector located in 
door adds the exact amount of water 
conditioner to certain rinse cycles. A 
new dryness sensing thermostat, 
“Posi-Dry” replaces the timer dur- 
ing the drying cycle and gives posi- 
tive drying action. 

The dual-direction roll impeller 
wash action dips into solid water 
and forces water into every section 
of interior. It rotates in both direc- 
tions. The 3 position timer knob is 
operated with the 6 position selector 
switch to give complete wash pro- 
gram; timer knob is color coded to 
correspond with selector switch 
markings for “regular wash,” “pots 
and pans,” “super wash.” In “super 
wash” water is preheated to 140 
deg. for main wash. 

Price, dishwasher, $359. The Tappan 
Co., Mansfield, O. 





























Locating next to an airport is 


only one of the answers Phoenix 
distributor G. W. Cunningham 


has to the question of... 







How Do You Build 
A Better Warehouse? 


Cunningham’s other answers include ade- 
quate provision for dealer meetings, location 
convenient to rail and trucking facilities, and 
interior planning designed to make it easy to 
handle appliance shipments. He has wrapped 
up all these answers in a $400,000 distribution 
plant for his Electrical Equipment Co. 

In jumping from a midtown industrial dis- 
trict to a new site alongside the west boundary 
of Phoenix’s Sky Harbor airport, Cunningham 
has capitalized on the opportunity to “build a 
modern building to service modern dealers.” 

To make sure he did this, Cunningham can- 
vassed his dealer customers himself and asked 
them to list the things they would want. (The 
most frequent request—unanimous in fact— 
was for air conditioning. ) 

To emphasize his concern with serving his 
customers more efficiently, Cunningham did 
not arrange a fancy opening for the new build- 
ing. “The fanfare will come from the difference 
in the service we can render, and the way 
dealers enjoy our facilities,” he points out. 

































BETTER 
SHOWROOM FACILITIES 


The firm’s new showroom is large 
enough to display all the lines carried 
(Zenith, Kelvinator, KitchenAid, Rop- 
er, Columbus and Eureka). In addi- 
tion, a separate 40x20-ft. stereo show- 
room has been included. 
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BETTER 
AUDITORIUM 


The main showroom converts into an auditorium which seats 
250 persons. An elevated stage at one end is large enough for 
full-size kitchen demos and is equipped with 220-volt electrical 
connections as well as gas and hot and cold water. Truck-size 
doors at rear of stage open directly into the warehouse. 






























BETTER 
TRANSPORTATION 


Location next to airport pays off be- 
cause at least 35 dealers in Arizona 
have their own planes and fly in to 
Phoenix regularly. In addition, Electrical 
Equipment Co. has its own plane, being 


loaded here by Cunningham and a , 
salesman for rush delivery of special ) 
order. 


BETTER 
LOADING TRANSPORTATION 

Unique concrete loading dock incor- 

porates slanting ramp which makes it 

possible to load any truck with dollies, si 
no matter how high the truck’s tail- 
gate may be. Heavy lifting and lower- 
ing are thus eliminated. 








BETTER 
STORAGE 


A “catch-all” annex provides valuable 
and flexible storage space for hard-to- 
classify items like crating odds and 
ends. Fluted plastic walls extend up six 
feet but they can be replaced with full 
brick walls whenever extra enclosed 
warehouse space is needed. 
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New 23-inch rectangular picture tube 
eliminates bulky, boxy look of present sets 





Latest development of Motorola engineering (which 
pioneered 14 basic color TV patents) makes possible 
the streamlined sets the public has long awaited 





Motorola is optimistic about color television and its 
future as a volume seller. 

We were one of the earliest pioneers in the field 
and have a big stake in it: a total of 33 patents, 14 of 
which are basic. Two of these are actually the “heart” 
and “brain” of every color television set sold today. 

We have recognized, as have other companies, that 
the sales progress of color television has been im- 
peded by the big, boxy look of present color sets. This 
bulky appearance is due to the extra large, round 70- 
degree picture tube. 

As the result of a concentrated effort, we have now 
developed a tube which solves the basic problem of 
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size and shape. This 23-inch rectangular tube pro- 
duces 283 square inches of picture viewing area, the 
Same as in modern black and white sets. And it per- 
mits streamlined designs instead of the bulky, boxy 
ones required by the round tubes now in use. 

Motorola has no intention of going into the tube 
business. For that reason, we have invited the in- 
dustry to study this tube and discuss its technical 
aspects with our engineers. We have also expressed 
our willingness—our desire, in fact—to share our 
know-how. We sincerely believe that this will speed 
the day when color television sets will be welcomed 
into millions of homes. 
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Streamlined color television set made possible by Motorola’s new 
23-inch, 92-degree rectangular tube. This prototype model, in a cabinet 
by Drexel, illustrates what is possible as soon as tube manufacturers are 
geared to mass-produce the Motorola tube development. 


New Motorola development 
of rectangular color TV tube now 
permits modern cabinet design 
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NEW MOTOROLA TUBE has no space-taking 
area to mask or cover up. It is approxi- 
mately 5 inches shorter in length than the 
one used in present coior sets. The Motorola 
23-inch rectangular color TV tube (overall 
diag. meas., 283 sq. in. viewing area) follows 
the industry standard of black-and-white 
picture tubes. Shorter overall dimension 
makes possible more compact, better styled 
cabinets for family living rooms. 


SIDE VIEWS 


Color TV sets now being sold 
require large, boxy cabinet design 
because of round color TV tube 




















PRESENT-DAY TUBE, with its round design, 
must be masked to present a rectangular 
picture. As the diagram of the round tube 
shows, of the approximately 21 inches of 
overall diameter, only 15% inches are view- 
able picture area. In. addition, this tube 
requires a separate safety glass which, with 
the framing mask, adds up to an extra 2 
inches to the tube, thus adding even more 
bulk and boxiness to the set. 


MOTOROLA 


heur (eader in the Cvely art of, clectronic$ 
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MARKET 
REPORTS 


CONTINUED FROM PAGE 11 
peratures cut volume sales of air 
conditioners which many dealers 
were counting on to pull them out 
of the recent slump. Bob Comeaux 
of Comeaux Furniture & Appliances 
feels that it is now too late in the 
season to sell enough air condition- 
ers to balance the books “even if it 
turned hot tomorrow.” Wayne Johns, 
vice president of Interstate Electric 
Co., blamed the weather for slowing 
down construction and cutting into 
the worker’s incomes. 

However, Stanley Reinherz, man- 
ager of major appliances for Mai- 
son Blanche department store, said, 
“Everything else seems to be pick- 
ing up—not as well as last year 
which was unusually good, but close 
to the previous year.” Mrs. E. G. 
Hooper of Hooper’s Stove House said 
business was “very much better- 
even the customers have a better out- 
look.” 


WEST CENTRAL DENVER— 
Warm summer weather and outdoor 
living were giving a boost to busi- 
ness for appliance dealers in the 
Denver area. 

Frigidaire’s nationwide promotion 
was credited by two dealers as one 
reason business is a little better. 
Tom Connors of Jeffco Home Ap- 
pliances, Inc. put it bluntly: ““We’ve 
been busy as hell.”’ He said business 
was up 10% over last year. The 
Frigidaire line was promoted heavily 
in Denver newspapers and by tele- 
vision stations. Connors said “We 
seem to be doing a little better in 
the higher quality line.” 

Mrs. Nessie Nides, another Frig- 
idaire dealer, said July’s business 
picked up briskly largely because of 
that brand promotion. “They were 
very smart to do it at the dealer 
level,” she said. 

Jim Taylor of Fraser & Taylor 
Appliance & TV Center, said a pick- 
up in TV portables resulted from 
customers moving outdoors to their 
patios. White goods business was up 
in recent weeks, Taylor said, par- 
ticularly the automatic defrosting 
G-E refrigerators. Stereo stayed firm 
with Magnavox sales a_ standout, 
Taylor said. He said his business for 
the year is up 5%. 

Television and stereo accounted 
for most of the gain. Taylor said 
a three-day Old Fashioned Bargain 
Days promotion by all merchants in 
Englewood, a Denver suburb, had 
benefited his store. 

Patio living was praised by Don 
Bowman, manager of Colfax Radio 
& TV, as the reason for “real good 
business in July.”’ He said his store’s 
business for the year was “a wee 
bit above last year.” Portable TV 
was the most popular item at his 
store, with several major brands re- 
ceiving attention from buyers. 

Bowman reported portable TV 
sales “were achieved without buying 
the business—we haven’t had any 
big promotions.” 

A rather surprising gain in sales 
of air conditioners in Denver which 
brags about its cool weather—was 
reported by Roy Jansen, sales man- 
ager for Fred Schmid Appliance and 
TV. Schmid promoted the G-E air 
conditioners with a three-day series 
of Cooler Carnival ads—all without 
any price listing—and immediate re- 
sults were 35 sales. 

Along with the usual summer rise 
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in refrigerator sales, Jansen report- 
ed “a pick-up in freezers, which is 
something that’s been neglected for 
a long time.” 


WEST COAST .. . PORTLAND, ORE. 
—Oregon’s boast of “air-conditioned 
climate” has been taking a beating 
from unusually hot days this sum- 
mer, but some appliance dealers have 
found it a bonanza in room air con- 
ditioner sales. 

George Smith of Smith’s Home 
Furnishings was making the most 
of it. Where he sold 60 air condition- 
ers last year, he expects this year’s 
total will run close to 250. On one 
day when temperature rose above 
100, Smith’s closed 25 air condition- 
er deals. 

Portland General Electric Co. said 
sales by all dealers in the area ran 
to 100 a day while high temperatures 


held. Normal is 10 a day. The utility 
estimated total summer sales will be 
350% higher than for the last two 
years. 

Refrigerators are going strong, 
too. Harold Kelley, in the midst of 
a “Round Up” promotion, said, “If 
we always had business like this 
we'd never complain.” 

Dick Paulson of Paulson-Nordics 
found surprisingly heavy action in 
laundry appliances for the season. 
A freezer promotion tied in with a 
floor covering offer did more for the 
freezers than the floor covering busi- 
ness, said Paulson. Formerly en- 
gaged solely in the floor covering 
business, Paulson took over the 
Nordic combination of both lines six 
months ago. 


WEST SALT LAKE CITY— 
While other area appliance dealers 


moaned that 1960 was a bad year, 
Sam F. Soter, who “poor-boyed” 
Soter’s Inc. into one of the largest 
volume producers in the Salt Lake 
area, doubled 1959 sales. 

Looking back on first half 1961, 
Sam says that this year will be “40% 
to 50% better than 1960.” 

This volume—600 to 800 major 
white units annually—is being at- 
tained with one store as against 
three outlets previously. 

Gilner’s Inc., downtown Salt Lake 
appliance store, reported its best air 
conditioner sales in history—thanks 
to unseasonably warm weather. 

C. W. Gilner, veteran retail ap- 
pliance dealer, also noted an increase 
in refrigerator sales. The G-E re- 
tailer, however, believes that com- 
petition among major appliance deal- 
ers to move units is disrupting the 
market—particularly refrigerators. 











“INSTANT HEAT" 


New Model K913 
$23.95* 
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DUAL ELEMENT “INSTANT 
HEAT’ HEATERS 


Provides super-efficient heating 
action with 240-sq. in. of reflector 
surface, plus efficient, quiet blower 
to circulate warm air. Safe, ‘Baby 
finger-proof" grill. Handsome, 
platinum colored cabinet. 

Model 9A2 (1320 watts) $29.95* 
Model 9A2 (1650 watts) $29.95* 


SUPER-FAST 
“INSTANT HEAT" HEATER 


A compact, portable unit combining 
powerful, automatic performance 
with space-saving design. “Instant 
Heat" element, large reflector sur- 
face, quiet blower."'Baby finger-proof"’ 
grill. Platinum colored cabinet. 


Model 9B1 (1320 watts)... ..$19.95* 
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PEOPLE 


IN THE/INEWS 


Fedders Corp.—Norman Skier has 
been named advertising and mer- 
chandising manager for the com- 
pany. He had been merchandising 
manager for the DuMont division of 
DuMont Emerson Corp. 


Sylvania—James H. Campbell has 
been appointed district sales man- 
ager in Texas for the Sylvania Home 
Electronics Corp. Formerly Indiana 
district manager of the Easy divi- 
sion of Murray Corp., Campbell suc- 
ceeds Earl Kittelson who has re- 
signed. 

Roland H. Martin has been ap- 
pointed vice president-sales in the 
western region for Sylvania Home 





Cc. A. Brown 
of Dominion 


R. H. Martin 
of Sylvania 


Electronics Corp. He had been dis- 
trict sales manager for San Fran- 
cisco, the Northwest, and Honolulu. 
Herman S. Albert has been ap- 
pointed district sales manager in 
Seattle, Wash. 


Republic-Transcon Industries—James 


N. Skier 
of Fedders 


W. J. McCullough 
of G-E 


R. Lockwood has been appointed 
executive vice president and national 
sales director of the company. He 
yas formerly executive vice presi- 
dent of Pioneer Manufacturing Co. 


P. R. Mallory & Co.— William H. Star- 
buck has been appointed director of 
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Adjustable 
Reflector 
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Call your Toastmaster dis- 
tributor now for complete 
information on Toast- 
master’s exciting Fall pro- 
gram on famous ‘Instant 


Heat’ Heaters. 


*Recommended Retail Prices 
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TOASTMASTER MEANS MORE! 


aor ~~ > 

Guaranteed by > 
Good Housekeeping 
< tor 


* 
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SO SELL... 


TOASTMASTER' 


TOASTERS - FRY PANS « COFFEE MAKERS - BLENDERS - IRONS « GRILL AND WAFFLE 


BAKERS - ELECTRIC CAN OPENERS - MIXERS - HEATERS - HOME BARBER SETS 
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“TOAST MASTER" is a registered trademark of McGraw-Edison Company, Elgin, Il]. and Oakville, Ont. ©1961 


markets for the company. He had 
been in marketing management for 
Stromberg-Carlson. 


Arvin Industries—Thomas E. Wall, 
formerly vice president of Du-Wal, 
Inc., has been named general sales 
manager for electronic, appliance 
and national accounts sales. 


Dominion Electric Corp.—Charles A. 
Brown has been appointed advertis- 
ing manager for the company. 


Speed Queen—Marvin T. Vaughn 
has been appointed district manager 
of domestic home laundry sales in 
western North Carolina by the divi- 
sion of McGraw-Edison Co. 


Spiegel, Inc.—Walter Rock has been 
named buyer of electrical appliances. 
His former position as buyer of 
television, phonographs, electronic 
equipment and musical instruments 
has been filled by Rudy Scott. 











General Electric—W. J. McCullough 
has been appointed general manager 
of the newly formed central air con- 
ditioner section. Previously he served 
as manager of finance for the com- 
pany’s air conditioning department 
in Louisville, Ky. 

Robert R. Frederick has been ap- 
pointed sales manager for the com- 
pany’s household refrigerator de- 
partment. Sidney G. Stevens has 
been named manager of advertising 
and sales planning for the same de- 
partment. 








Westinghouse—James S. Farnell has 
been named product manager of the 
radio-phonograph department for the 
corporation’s television-radio divi- 
sion in Metuchen, N.J. Formerly 
merchandise manager of the depart- 
ment, he replaces E. D. Smithers, 
who is resigning. 


Raytheon—John A. Mayberry, for- 
mer director of merchandising and 
advertising for CBS Electronics, has 
been appointed central zone manager 
for the company’s distributor prod- 
ucts division. 


Corning Glass Works—Richard D. 
Davis, formerly product manager 
for Pyrex Ware, has been appointed 
manager of supermarket sales for 
the consumer products division. He 
succeeds Robert C. Bush, supervisor 
of consumer products. sales for 
Corning Glass International. 

Other changes in the division’s or- 
ganization include the appointments 
of Clair W. Van Etten as field sales 
manager; James H. Miller, New 
York district sales manager; H. J. 
Greehey, product manager for Pyrex 
Ware; Peter O. Everson, product 
manager for Corning Ware; Gordon 
L. Williams, manager of sales pro- 
motion for Pyrex Ware; and G. J. 
Mackey, sales manager for metro- 
politan New York. 


Executone, Inc.—E. Kenneth Marks 
has been named director of manu- 
facturing for the firm. He was for- 
merly vice president and general 
manager of Anton Electronic Labo- 
ratories, a subsidiary of Lionel Corp. 









Ling-Temco-Vought, Inc.—-Officers of 
the combined Chance Vought Corp. 
and Ling-Temco Electronics, Inc., 
have been announced. Robert Mc- 
Culloch has been named chairman of 
the board and chief executive officer 
of the company. 

Gifford K. Johnson has been ap- 
pointed president; Clyde Skeen, 
executive vice president. 
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LIMITED TIME ONLY 


GUET PACk 


Watch your vacation season radio sales soar with this sensatioral free gift pack promotion ! 
Imagine! You give a $10.00 gift pack free with the world’s most advanced shirtpocket radio, 
Admiral’s Golden Eagle. Admiral celebrates another 30% jump over last year’s record radio 


sales—and you get the hottest radio deal PLUS the biggest profit in the industry! Call 
your Admiral distributor right now! 


Admiral quality transistor radios! 


World's most powerful, most sensitive radio 
for its size! Sell Power and Economy! Sell 
Admiral’s famous Golden Eagle! First with 
250 milliwatts of power! Not 100 or 70 milli- 
watts delivered by other shirtpocket radios. 
100 hours of battery life, not 40! All this plus 
more exclusive Admiral firsts in electronic 
miniaturization! 

Largest antenna ever in a shirtpocket radio! 
Exclusive Admiral Battery Miser practically 
doubles undistorted output life of battery! New 
fully-transistorized Admiral quality XP250 
chassis. No troublesome transformers in audio 
circuit. Unmatched dependability! In black, 
white, yellow or blue with golden finish metal 
grille and trim. 

The Golden Eagle, 
Y2220 Series. $24.95 
complete with special 
free 5-piece gift pack! 


a 





) Made in America by American’ (| 
/ — Craftsmen with American 


Quality Components 
SS ge 


* Available in most areas. 


ACTUAL SIZE 


Challenge comparison 


A. First transistor portable with the oval speaker! 
Another Admiral first in quality transistor radios 
Admiral Golden Oval speaker gives richest tone ever 
in a pocket radio. Exclusive Battery Miser. 7 transis- 
tors. ‘‘Ferroscope” antenna. In black, coral and white 
with golden trim. The Lancer, Y2080 series. $34.95 


B. 8 transistors with famous Golden Oval 
speaker! Extra large, specially designed Admiral 
oval speaker . . . first in pocket portables. Gives true 
big-set sound. Vernier tuning. Automatic voiume con- 
trol. Wide-range tuning. In black, white or green with 
golden trim. The Conqueror, Y2090 series. $44.95 


DON’T BE FOOLED by ‘‘Assembled in America”’ claims made by manufacturers using hard-to- 


replace foreign parts! Don’t risk profits and customer good will! Sell Admiral—100% American 


made by American craftsmen with American quality components available everywhere! 
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C. Most versatile portable ever with big-set 
sound! New easy-grip carrying handle. A 2-in-1 
value! A beautiful table radio and a portable with big 
4” quality speaker. Up to 500 hours battery life. 7 
transistors. In coral, white and yellow with golden 
trim. The Wayfarer, Y2250 series. $34.95 


D. Biggest quality value in leather-look port- 
ables! Rugged Admiral design. Smart leatherette 
case plus exclusive Admiral quality features make 
this a hot seller! 7 transistors plus 3 diodes. Admiral 
exclusive Battery Miser provides battery life up to 
500 hours. In grey. The Adventurer, Y2119. $39.95 
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E. Finest outdoor listening in transistor port- 
ables! Best selling leather-look portable of them all! 
8 transistors, 2 diodes, 3-gang condenser. Tuned RF 
stage. Precision Admiral vernier tuning. Luggage- 
type carrying handle. Up to 500 hours battery life 
In tan. The Olympian, Model Y2127. $49.95 


F. Finest performing 3-band transistor portable! 
Ultra-sensitive reception of shortwave, longwave, 
standard AM broadcasts. 500 milliwatts of power. 8 
transistors plus 2 diodes. Rotary azimuth scale for 
emergency navigation in boats or planes. Precision 
vernier tuning. In tan. The Clipper, Y2137. $99.95 


MARK OF QUALITY 7S bt, THROUGHOUT THE WORLO 
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5-PIECE DELUXE 

GIFT PACK: Eye- 

catching 3-color gift 

box. Long wearing, sad- 

dle stitched carrying case 

Braided wrist band carrying 

strap. 9-volt leakproof battery 

Colt We-Mae] om CommIC OM alelOLa-) Mmm ot-Ta slalolar:s 
with 3-ft. extension cord. 


REGULAR $10.00 VALUE FREE! 


G. World's most powerful 9-band, 9-transistor 
radio. The new standard of precision! Standard, long- 
wave,/7shortwave bands. First with 750 milliwatts. Long- 
est battery life (up to 1000 hours). 9 transistors, plus 3 
diodes. 4 antennas. Large 6” x 4” speaker with Alnico 
V magnet for brilliant audio delivery. 3 double-tuned 
1-F transformers assure crisp, clear interference-free 
reception ... separate stations better ...reject un- 
wanted signals. Exclusive Admiral “Battery Miser’ 
doubles useful life of batteries and insures consistent 
tonal quality. Earphone jack for private listening. 
Climate treated. The All World, Model 909. $275.00 














Old-Fashioned Selling And Brands: 


Here’s What One Survey Shows 


Door-pounding still has its day, 
judging from “Look’s” 1959-1960 
major appliance survey, which charts 
the who, why and where of house- 
hold appliance buying (see other 
story page 6.) The survey contacted 
5,300 homes and came up with some 
interesting results. For instance, the 
dealer who goes out for sales evi- 
dently, has a much better chance of 
selling than the man who hides in 
his store. 

“Look’s” figures show that 31% 
of households in the U.S. were con- 
tacted by appliance dealers last year, 
against 66% which were not con- 
tacted. Some of the purchasing fig- 
ures break down like this: 

Of the 31% contacted, 15% bought 
refrigerators, 14% bought ranges, 
22% bought TV and 4%, air con- 


ditioners. Of the 66% not con- 
tacted, 12% bought refrigerators, 


12% purchased ranges, 19% bought 
TV and 3%, air conditioners. 

This indicates that old-fashioned 
dealer contacts still account for a 
large percentage of new appliance 
sales. 

How do dealers contact customers ? 
Mail accounted for about 55%, per- 
sonal contacts were about 30% of 
the total, telephone contacts about 
19%, and other means about 4%. 
(In some cases more than one method 
was used.) 

The survey also came up with 
some surprises. For instance: 


Who picks the brands? Surprisingly 
enough, husbands do in the majority 
of cases. The survey included all 
major white goods plus black-and- 
white TV, vacuum cleaners and sew- 
ing machines, and the figures run 
like this: Papa picks the brand in 
about 34% of purchases. Mother 
chooses in about 30% of total pur- 
chases, and togetherness is practiced 
in choosing the remaining 25%. 

Some of the interesting figures: 
Hubby chooses TV brands 46% of 
the time, Mama 19%, together 24%. 

Males lead in brand decision-mak- 
ing in electric ranges, gas ranges, 
dishwashers (by 19%), separate 
freezers and air conditioners (by 
48%). And even in such distinctly 
feminine items as electric sewing 
machines men make 22% of the 
brand decisions, compared to 50% 
for the ladies. 


Where did they buy? The big surprise 
was the heavy increase in major ap- 
pliance purchases from furniture 
stores and department stores. 

“Look” compared its 1959 study 
to 1960 and came up with the result 
that percentages of major appliances 
bought from appliance dealers have 
dropped in all categories. Examples: 
Electric refrigerators are down 11% 
in a year (from 55% of the total 
sold to 44%) as far as the number 
bofight from appliance dealers goes. 
Electric ranges went from 66% of 


the total in 1959 to 49% in 1960. 
Black-and-white TV went from 41% 
to 31%. 

Discount stores also showed drops 
in almost all categories, though the 
percentage decreases weren’t so great 
as appliance store decreases. For in- 
stance, discounters sold 8% of elec- 
tric refrigerators in 1959, 6% in 
1960. TV went from 9% to 7%, elec- 
tric ranges from 4% to 2%. 

Surprisingly, furniture stores 
showed the biggest gain in the study 
period. Though department stores 
also had some substantial gains. 
Some furniture outlet figures: Elec- 
tric refrigerators, from 5% of the 
market in 1959 to 17% in 1960. Elec- 
tric ranges, 3% to 14%. 

Appliance stores, discounts stores 
and mail order outlets lost a large 
share of the air conditioner market 
(appliance dealers lost over a quar- 
ter of their market, from 55% of 
the total to 38%; discount houses 
lost a half, from 18% to 9%; mail 
order outlets lost a third, from 9% 


to 6%.) 
Most of the air conditioner losses 
were picked up by department 


stores, up 17%, and furniture stores, 
up 8% of the market. 


How did they pay? Cash buying has in- 
creased since the last survey. For all 
of the products included, the total 
of purchases by charge accounts and 
installment sales was just about 


equal to purchases for cash. Air con- 
ditioners, electric clothes dryers, and 
electric dish washers were added in 
this year’s survey to vacuum cleaners 
and electric ranges as products sold 
more for cash than by charge or in- 
stallments. Some figures: 

Air conditioners, 53% cash sales, 
13% charges, 32% _ installments. ; 
electric refrigerators, 43% cash, 7% 
charges, 49% installments; black- 
and-white TV, 45% cash, 8% 
charges, 47% installments; and elec- 
tric dishwashers, a surprising 73% 
cash sales 4% charges and 21% in- 
stallments. 


Were they satisfied with brands, and 
would they buy the same brand 
again? This question got a decisive 
“yes” in most cases. 

The average of “would buy same 
brand again” for all products was 
about 70%. 

No single brand of any product in 
the survey got less than a 58% 
affirmative repurchase response. 

Major causes of dissatisfaction 
were no new features (electric re- 
frigerators, 46%, wringer clothes 
washers, 63% —which indicates the 
purchasers of such equipment prob- 
ably could have been sold up in the 
first place), poor functioning, and 
break-downs. Complaints about serv- 
ice and cost of repairs were low. 

Customers were most loyal to their 
present brands of black-and-white 
TV, clothes dryers and _ separate 
freezers. 

Households needing service ranged 
from 55% for black-and-white TV to 
7% for gas ranges. 

Were customers satisfied with 
service? An overwhelming “yes”, 
with no product falling below 80% 
and most in the high 80s and 90s. 





SAVE UP TO 1 HOUR 


moving each 
appliance 








save time.. 


Made of tough, featherlight alumi- 
num alloy .. 
felt in front to protect the most 


delicate finishes. *Curved cross mem- 


bers cradle curved appliances as 


well as square shapes. *Close mount- 


ed wheels pivot on-a-dime on stair 
landings and other close quarters. 


This, plus all the other time saving 


YEATS features, save up to a dol- 


lar’s labor handling each appliance 
. .. more than pay for the dolly ina 


month’s deliveries. Before you 


“manhandle” another appliance, see 
your YEATS dealer or write direct! 


Model No. 7 
Height 59’ 
Weight 36 Ibs. 


APPLIANCE DOLLIES 
. save back-breaking work 


. heavily padded with 









smooth runners 
on 


allow handlers to 
ease heavy loads on- 
off truck. 





7 ed 
30-second strap 
ratchet fastener. 


Hand ratchet lever 
quickly draws heavy 
14 ft. web strap 
(encircling load) vise 
tight. 











YEATS 

















step glide 

Endless twin rubber 
belts let you roll 
load over stair edges 
without marring. 


moving ranges 
refrigerators, washers, 
hot water tanks, etc., 





APPLIANCE DOLLY 
SALES COMPANY 


WISCONSIN 


2127 N 2th STREET MILWAUKEE 











EASTERN HOUSEWARES BUYERS 


SEE 


all that’s new in housewares 
for your fall and Christmas 
buying seasons . . . Shop con- 
veniently, in air cooled com- 
fort. 


Attend 
EASTERN 
HousEWAREs 
SHow 


. a true housewares show for the 
in its number one market 


NEW YORK COLISEUM 
AUGUST 7-10, 1961 


SPONSORED BY 


industry ... 


DEPARTMENT OF COMMERCE & 
PUBLIC EVENTS, 
THE Ciry oF NEw York 
7 7 


EASTERN HOUSEWARES SHOW 
28 East Jackson Boulevard 
Chicago 4, Illinois 
Phone: WEbster 9-0980 
e 
New York Office: 75 East Fifty Fifth St 
New York 22, N. Y. Phone PLaza 5-1123 





Hall-Erickson, Inc. 
(formerly A. B. Coffman Associates) 
Show Managers 
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CASWELL SPEARE pus LisHEer 


DALE R. BAUER ADVERTISING SALES 
MANAGER 


Philip G. Weatherby, General Manager, 
Home Goods Data Book; Robert J. 
Tucker, Director of Creative Marketing; 
Henry J. Carey, Director of Market Re- 
search; Peter Hughes, Production 
Manager; Marie Restaino, Production 
Assistant. 


DISTRICT MANAGERS: 

NEW YORK: Philip G. Weatherby, San- 
ford Wiedenmayer, 500 Fifth Avenue, 
N.Y. 36, N.Y., OX. 5-5959. 


PHILADELPHIA: H. Sherman Davis, 6 
Penn Plaza, Philadelphia 3, Pa., LO. 
8-4300. 


ATLANTA: Raymond K. Burnet, 1375 
Peachtree St., N.E., Atlanta 9, Ga., 
(Atlanta) 875-0523. 


CHICAGO: Edward J. Brennan, Bruce 
Tepaske, 645 N. Michigan Ave., Chi- 
cago 11, Ill., MO. 4-5800. 


DALLAS: John Grant, 901 Vaughn 
Bidg., Dallas 1, Tex., RI. 7-5117. 


DETROIT: Robert J. Scannell, 856 
Penobscot Bldg., Detroit 26, Michi- 
gan, WO. 2-1793 


HOUSTON: Joe Page, W-724 Pru- 
dential Bildg., Houston 25, Tex., JA. 
6-1281. 


LOS ANGELES: Noel Humphrey, 1125 
West Sixth, Los Angeles 17, Cal., HU. 
2-5450. 


SAN FRANCISCO: Thomas H. Car- 
mody, 255 California St., San Fran- 
cisco 11, Calif., DO. 2-4600. 


PORTLAND: Scott Hubbard, Pacific 
Bidg.. Yamhill St., Portland 4, Ore., 
CA. 3-5118. 


ELECTRICAL MERCHANDISING WEEK 








TAKING STOCK 


A quick look at the way in which the 


stocks of 54 key firms within the industry behaved last week. This 
summary is another exclusive service for readers of EM WEEK. 
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Stocks and Dividends 

In Dollars High 
NEW YORK EXCHANGE 
Admiral I5'/, 
American Motors 1.20 21%, 
Arvin Ind. 1 28, 
Borg Warner 2 43% 
Carrier 1.60 49 
CBS 1.40B 429% 
Chrysler 1A 48 
Decca Records 1.20 47\/ 
Emerson Electric 1BXD 87!/, 
Emerson Radio .37T 16/, 
Fedders 1B 25'/, 
General Dy. 1 45\ 
General Elec. 2 74 
General Motors 2 49\/, 
General Tel & El .76 32'/, 
Hoffman Elec. 29% 
Hupp Corp. .25F 11% 
Magnavox 1 96%, 
Maytag 2A 51, 
McGraw-Edison 1.40 405% 
Minn. M&M .60 875% 
Montgomery Ward 1 345%, 
Monarch .04 18!/2 
Motor Wheel 1 20!/2 
Motorola 1 100 
Murray Corp. 30% 
Norris-Thermador 343% 
Philco 25'/g 
RCA 1B 655% 
Raytheon 2.37T 43'/,, 
Rheem 23\/2 
Ronson .60 23% 
Roper GD 25!/2 
Schick 14/g 
Siegler Corp. .40B 34 
Singer 1021/2 
Smith A. O. 1.60A 37, 
Sunbeam 1.40A 54!/2 
Welbilt .10E 1, 
Westinghouse 1.20 50 
Whirlpool 1.40 343% 
Zenith 1.60A 185 
AMERICAN EXCHANGE 
Century Electric 10% 
lronrite .25T Bl/, 
Lynch Corp. 87T 12%, 
Muntz TV 7 
National Presto .60 31 
Nat. Un. Elec. (Eureka) 4\/, 
Pentron 85, 
Proctor-Silex If) 
Republic Trans. 9 
Trav-ler Radio 7\/, 
MIDWEST EXCHANGE 
Knapp-Monarch _ 
Webcor — 
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1961 Close Close Net 
Low | July 17 | July 24| Change 
10% 12'/ 12% — 
16! 165, 16% + ', 
20 225% 22'/2 + I, 
35 40% 407, _— 
32\/ 41'/, 46!/ + 4% 
35% 36% 347% —I% 
373% 43% 43 — x 
325% 35'/g 33% — I% 
50 779, 72 — 5% 
11%, 13% 13/g — 
17%, 22% 23%, + Y% 
32%, 33 35%, + 2%, 
60!/ 62% 62% + ¥% 
40% 447 46\/, + 1, 
25!/, 25% 25'/s — h 
16'/, 20% 20%. — 

8 8!/2 8!/ _ 
46 B5\/, 83'/, — 2 
36!/, 48 481/, + VY, 
30% 34!/, 349% — 
70/g 78/4 78!/g — 
26% 28!/g 274 — kh 
13% 16!/ 16'/, — % 
11% 131/, 13% + Vy 
75\/g 85!/, 83'/, —2 
2654 27% 27 — % 
18 24%, 24 — % 
17% 21"/, 20% — % 
49/2 565% 56% — % 
351/, 37%, 36% — * 
13'/ 17/4 17/4 — 
12'/e 18% 19¥%, + 
16% 23 22/4 — % 
8\/, 9% 94%, — % 
26%, 27 27% + 
63! 96 98 + 2 
28%, 30%, 30/4 — 
453% 52%, 537, + | 
4'/, 5, 5% — \ 
40!/, 42\/, 41 — Il 
27%, 295 28!/2 — I 
97%, 150!/2 152'/, + 1%, 
5%, 844 83% — “% 
5!/, 6!/2 6 — 
8l/, 11 it _ 

4 534 5'/4 — 
12", 1934 19 — 
i 3%, 3% — % 
24% 6 5% — ' 
5'/g 8!/s 7% — 
4! 7%, 7s — 
4% 83, 83%, — ¥% 
— 4 6!/2 — i, 
_— 9 8%, — 











A—Also extra or extras. B—Annual rate plus stock dividend. E—Paid last year. F—Payable in stock during 
1961, estimated cash value on ex-dividend or ex-distribution date. T—Payable in stock during 1960, estimated 


cash value on ex-dividend or ex-distribution date. 





ANALYSIS: The —M WEEK chart 
fell off 1% last week to place the 
average at 315, its lowest since 
early May. Some observers were dis- 
appointed that the advance stirrings 
of the predicted boom market had 
not been felt by this time. Emerson 
Electric fell 534 and General Tel & 
El was off to reach its lowest point 
for the year at 254%, both lowering 


JULY 31, 1961 


the market average. However, Car- 
rier rose 434 during the week, Gen- 
eral Dynamics rose for the third 
successive week to 35144 and Zenith 
rose to 15214 to reverse losses of the 
last two weeks. Another optimistic 
note was seen at Sunbeam, up a 
point to 53%, just 5% off its peak for 
the year, and at Singer up two points 
to 98, or 4% points off its high. 





A QUICK CHECK OF BUSINESS TRENDS 


FACTORY SALES 
appliance-radio-TV index 
(1957 = 100) 

RETAIL SALES 

total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 
($ millions) 


CONSUMER DEBT + 

owed to appliance-radio- 
dealers ($ millions) 
FAILURES 

of appliance-radio-TV dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 
(thousands) 


PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household 
equipment ($ billions) 


DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


EMPLOYMENT 
(thousands) 





Latest |Preceding| Year HOW THEY 
Month Month Ago COMPARE 
11 108 115 3.48% dovn 
(April 1961 vs. 
April 1960) 
18.3 18.1 18.5 1.1% down 
302 325 330 8.5% down 
(May 1961 vs. 
May 1960) 
270 269 290 6.9% down 
(May 1961 vs. 
May 1960) 
37 30 27 37.0% up 
(May 1961 vs. 
May 1960) 
118.7 110.3 125.0 5.0% down 
(April 1961 vs. 
April 1960) 
105.2** 127.2** 112.2°*| 6.2% down 
18.0+ 18.34 19.24] 6.3% down 
(4th qtr. 1960 vs. 
4th qtr. 1959) 
357.14 358.14 347.0+ 2.9% up 
(Ist qtr. 1961 vs. 
Ist qtr. 1960) 
28.1+ 27.2+ 23.7+] 18.6% up 
(Ist qtr. 1961 vs. 
Ist qtr. 1960) 
68,706 66,778 68,579 0.2% up 
(June 1961 vs. 
June 1960) 














*New index being used. Federal Reserve Bulletin (seasonally adjusted) . 


**Figures are for week ending July 22, 1961, and preceding week (revised). 


+Figures are for quarters. 


+ + Federal Reserve Bulletin figures (revised). 





A QUICK CHECK OF INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry shipments 
of 15 key products. New figures in bold-face type. 


AIR CONDITIONERS, Room.......... 
DISIIUPABITEINS .........crcccccscccesessess 


DRYERS, Clothes, Electric............ 


FOOD WASTE DISPOSERS ............ 
PIII i sXiskeovitsncecaphasehixncctvact 
PHONOGRAPH SHIPMENTS ........ 
RADIO PRODUCTION .................. 
(excludes auto) 

RADIO RETAIL SALES ................ 
TELEVISION PRODUCTION .......... 
TELEVISION RETAIL SALES ....... 
REFRIGERATORS. ........................ 
RANGES, Electric, Standard...... 
Built-in....... 

RANGES, Gas, Standard............... 
Built-in................ 

VACUUM CLEANERS ................. 
WASHERS, Automatic & Semi-Auto 

Wringer & Spinner 

WASHER-DRYER COMBINATIONS 


WATER HEATERS, ...................... 
Electric (Storage) 
WATER HEATERS, Gas (Storage) 





May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
Week July 14 
28 Weeks 
May 
5 Mos. 
Week July 14 
28 Weeks 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
May 
5 Mos. 
June 
6 Mos. 


1961 
(Units) 


241,700 
966,000 
45,000 
238,700 
27,441 
234,068 
15,231 
121,237 
68,000 
311,800 
95,000 
383,100 
196,337 
1,239,347 
147,755 
5,399,743 
145,616 
3,449,834 
86,259 
2,965,218 
391,467 
2,151,920 
294,300 
1,332,900 
69,400 
366,500 
62,200 
279,200 
126,800 
553,700 
33,300 
132,800 
240,866 
1,356,315 
187,010 
960,340 
60,894 
259,330 
10,499 
42,575 
55,200 
302,300 
185,000 
1,368,600 





1960 
(Units) 


254,000 
922,400 
46,600 
234,100 
29,465 
270,145 
24,235 
147,363 
67,000 
318,800 
95,700 
451,200 
182,969 
1,539,171 
129,128 
5,430,185 
548,322 
3,175,469 
48,123 
3,062,960 
334,283 
2,285,866 
273,400 
1,499,000 
63,800 
376,200 
54,700 
288,400 
115,500 
635,300 
30,000 
134,200 
265,556 
1,436,678 
176,883 
1,020,782 
67,060 
302,829 
9,589 
70,044 
59,200 
313,400 
256,000 
1,355,300 








% 
Change 


— 4.84 
+ 4.73 
— 3.43 
+ 1.96 
— 6.87 


| 
did 
~o 
La) 


— 9.19 
—14.36 
+ 9.49 
—39.22 
— 672 
— 3.54 
—27.10 
+ 1.00 





Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 
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PUT YOURSELF 1 N ee DRIVER'S SEAT -<Witna KELVINATOR 


“In every way, Foodarama 
1s the stand-out appliance 
on my sales floor” 


“Take sales volume, for example. 

‘Foodarama is a sales stand-out. Women literally fall in love with 
it on sight because it means better living for them and their families... 
saves them time, work and money. 

“It carries a stand-out price tag, too. In fact, it’s so competitively 
priced that it actually sells for less than many smaller, less convenient 
refrigerator-freezers. And there are four different models to meet every 
customer’s needs and budget. 

“Best of all, Foodarama is a stand-out when it comes to profits. It 
delivers big-ticket profits in volume—at a good margin. That’s really 
something these days! 

“Basic selling advantages and very competitive prices are combined 
in all the appliances Kelvinator dealers have to sell. 

“With products such as Foodarama, Kelvinator dealers are in 
position to reach higher volume and profit levels.” 
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KELVINATOR DIVISION, AMERICAN MOTORS CORPORATION, DETROIT 32, MICHIGAN 








